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Catering to Young Men Only 


The Gray Shoe Store in Kansas City Shows What Can 
Be Done by Specialization in the Retail Field 


% 


XY 


URELY this is the day of spe- boys, who have their own ideas C Zz f 
cialization in the retail shoe about fitness in footwear, and who S a 
industry, and the day is pass- are only too glad to patronize a be <j; J” 


ing when a shoe store is a shoe store which bends every energy Se 

store and no more. This was em- toward making such store a wel- So | Ww 

phasized in last week’s BOOT AND come place for these customers. f Lf: 4 VW a 

SHOE RECORDER. Gray’s store seems ry 
Specialization is building suc- more like a young man’s 

cess for intelligent shoe dealers, club than anything else, 

largely because, if properly fol- both in spirit, and in 

lowed, it lends to that store a dis- other ways. The young 

tinct personality. We find marked 

success attending the stores which 

have identified themselves with 

some distinct angle of shoe retail- 

ing, such as the direction of sales 

energies toward a certain specified 

group of customers, as is the case 

with the Gray Shoe Store at 1021 

Main Street, Kansas City, Mo. 
In the first place, Gray’s store 

has specialized by limiting the line 

to men’s shoes, and has brought this 

down to a finer point by mak- 

ing the chief appeal to young 

men, high school and college 
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fellows stroll in by groups, twos 
and threes, and are greeted with 
the most informal friendliness im- 
aginable. There is none of the 
solemnity here that one sees in the 
average shoe store, but the spirit 
of youth and laughter pervades the 
place. 

Even the wall decorations sup- 
plement the impression that this is 
more than anything else a young 
man’s club, with the athletic slant 
most in evidence. Half the wall on 
the north side of the store 


name, shake hands with him, dis- 
cuss the school or work with which 
he is identified, and other things. 
of interest to young men in general. 
Then his name and address are 
taken, before he leaves the place, 
and he is invited to call again. 
When he does so, he will be called 
by name, and will feel that he is 
entering a friendly store. The 
establishment of relations which 
extend way beyond business, and 
enter the realm of friendship, 
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that school, he is informed of the 
fact. If a college boy, from an out 
of town school, the salesman 
knows just what the leaders in 
that school are wearing in shoes, 
and if the lad prefers to “follow 
the gang” in his own school, he is 
informed just what to buy. 


NCE the matter of models is de- 
cided, the next step is to fit the 
customer out for comfort. The 
Gray shoe salesmen are trained 
never to hurry a customer 
in the matter of trying on 











is devoted to photographs 
and clippings from the sport- 
ing section of the local news- 
papers. 

Here is a group picture of 
the Kansas Aggies football 
squad, another of William 
Jewell College, others of the 
Missouri and Kansas Uni- 
versity football teams. 

Group views of most of the 
Kansas City High School, 
football, basket ball and 
baseball teams are displayed, 
some from actual photo- 
graphs, and others from 
newspaper reproductions. 
There are dozens and dozens 
of these photos and reproduc- 
tions, of every description, 
but all with the same appeal 
to the young fellow, who is 
normally interested in all 
forms of school and college 
athletics, even if not an 
active participant. 

In the window is shown 
the silver loving cup won by 
Herschel Martin in a recent 
swimming contest at Winn- 
wood Beach, with photos of 











The Age of Specialization 


In the July 14 issue of the “Boot and 
Shoe Recorder” appeared an article which 
bore the heading: 

Under this heading were stressed some 
very important aspects of retail merchan- 
dising, but emphasis was laid principally 
on the fact that it is almost useless nowa- 
days to open “just another shoe store.” 
It must be, the author pointed out, a store 
with a distinct mission, a store which puts 
itself somehow and someway, in a class 
by itself. This cannot be done by ornate 
furnishings, bizarre effects in interior 
decorating. It must be attained by special- 
izing in merchandise—merchandise for a 
class, rather than for the mass. 

Here, then, is the practical story of some 
practical shoemen who have done just 
this thing. First, they decided to cater 
to men only, then they narrowed their ap- 
peal to young men only. 
ough job. 

Other highly specialized fields are open 
—with just the same chances for success. 


ARTHUR D. ANDERSON, 
Editor. 





They did a thor- 


shoes, and even if a score of 
pairs are tried on before one 
is chosen as a perfect fit, 
perfect good nature and un- 
deviating friendliness, cour- 
tesy and patience charac- 
terize the clerk’s services. 

In the Gray shoe store, the 
sale of a pair of shoes is 
merely the step toward some- 
thing else, the sale of one or 
perhaps a half dozen pair of 
hose. Shoes which will be 
the envy of the campus are 
only half effective without 
hose which are regular 
“knockouts,” the salesman 
points out to the customer, 
after the shoes have been 
purchased. 

The Gray store “goes the 
limit” in the matter of pleas- 
ing the youth of the city and 
vicinity in the matter of 
sport hosiery. The line of 
hosiery carried is far more 
complete than in the average 
shoe store, and is aimed 
especially to please the 
seeker after the “unusual.” 











Martin alone, and with the 
group of participants in the event. 
A placard shown in connection an- 
nounces the details of the contest 
of which he was winner, and that 
the actual event may be seen in 
moving pictures at two of Kansas 
City’s leading theaters. 


HUS, not only the “atmosphere” 

of the store itself, as created by 
the things mentioned, appeals 
strikingly to the youthful customer, 
but the employees themselves, as 
well as the store owners, interpret 
the spirit of youth so well in their 
contact with customers, that the 
contact between store and customer 
becomes a delightful one. 

When a customer purchases a pair 
of shoes, that’s considered only a 
start. He is taken around by the 
fellow making the sale, and intro- 
duced to the two store owners, Mr. 
Gray and his partner, and to the 
other employees. They learn his 


a 


sports, and personal interests of all 
kinds, are considered by the owners 
of this place as of as much value 
in creating a business connection 
which shall be continuous, as the 
matter of handling merchandise 
which is stylish and appropriate 
for young men. 

“What are the other fellows my 
age wearing this season?” is the 
query put to the salesman in Gray’s 
store, and it’s up to him to answer 
it correctly. To the youthful cus- 
tomer, style, or “what the other 
young fellows are wearing” is of 
paramount importance. 

The several styles, shapes and 
models in young men’s shoes which 
are having the greatest vogue are 
shown to the customer, and the 
salesman discusses the “fine points” 
of the proposition with him. Per- 
haps, in a certain high school, one 
model is having the biggest run at 
the time, and if the youth is from 


In the window, as a reminder 
of the interesting lines to be found 
in this store, is a revolving display 
of sport hosiery in unusual patterns, 
placarded on all four sides, and 
this display is a genuine business 
builder for the department. On 
the inside of the store, near the 
front, are tables where hundreds of 
pairs of men’s hose are displayed, 
and which are in such a conspicuous: 
position that the customer is bound 
to make a study of them upon en-. 
tering or leaving this store. 

The advertising methods of the 
Gray store are directed as squarely 
at the type of customers to which 
they cater, as the other business. 
methods pursued in the store. 
While not disregarding the value 
of general newspaper advertising,,. 
this firm has discovered that to- 
reach their preferred clientele, the- 
best way is to spend their advertis-- 
ing money in those publications: 
which their customers are in the 


[CONTINUED ON PAGE 36} 
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How to Create Good Newspaper 


The Reason Why of This Book 


yi IGHT at the beginning, let it 
h be understood that this series 

is intended for the shoe mer- 
chant in the smaller city or town. 
The big-city merchant usually has 
his own advertising department, 
conducted by an advertising man- 
ager, or else he employs an advertis- 
ing agency or professional to handle 
his publicity. The smaller merchant 
cannot afford to spend much money 
for experts, and yet, he must adver- 
tise his shoes, his store and his 
service. It is for that class of 
merchants that these articles are 
written. 

The principal aim in these pages 
is to lay down certain rules that have 
proven to be good in all advertising, 
large or small. Many years of ex- 
perience and observation have shown 
the writer that the plainest, sim- 
plest, most common-sense methods 
are best in advertising. There are 
writers on advertising who 
try to wrap it up in mystery 
and obscure it in a fog of 
high- sounding phraseology. 


Advertising 


First of a series 


By R. L. Prather 


moment they take up the pencil. 
The beginner seems to think that 
just because he is writing advertis- 
ing copy he must use words unusual 
to him. Instead of talking in the 
advertisement exactly as he talks 
when selling and fitting shoes, he 
wanders off into the land of imagina- 
tion and strange phrases. 


SUCCESSFUL advertisement is 
usually a very plain, every-day 
selling talk. It tells about the goods 
in language that anyone can under- 
stand. “Fine writing’ may please 
a few, but simple, short, commonly 
used words will sell millions. This 
article, therefore, is a plea for sim- 
plicity. It attempts to point out 
fundamentals that have proved suc- 
cessful. It tries to remove some of 
the bunk from “advertising theory” 
and urges common sense as the best 
guide. 
You will find no “high brow” stuff 
in these pages. But you will find 
many leaves taken from the book 


The Fence Around the “Ad” 
(Reduced from 2 cols. by 6 inches) 


of experience, set forth in a practi- 
cal, every-day manner. Please re- 
member as you read that what is 
said comes from practice and not 
from theory. There is no guess- 
work. There is no supposing. All 
of it has been tested and proven. 
Boiled down and presented in the 
plainest words are the net of experi- 
ences of some of the most successful 
advertising writers of the world. 


HE first and most important 

phase of advertising is thought- 
ful preparation. Careful thinking is 
just as important in advertising as 
in buying, and merchandising shoes. 
Have a plan. Think it out. 

The foundation stones of a good 
shoe advertisement are its appear- 
ance, its size, its shape and its at- 
tractiveness. It must get attention 
or it will not be read. It must please 
the eye or it will be instantly re- 
jected. There are certain shapes 
that appeal naturally to the eye. 
There are certain patterns that are 
accepted instantly because of 
every-day use. When we say 
that an “oblong” is the best 
shape, it is proved by the com- 
mon usage of the oblong. An 





To read some of the books on 
advertising a man needs a dic- 
tionary at his elbow. Certain 
so-called teachers make adver- 
tising as difficult as translat- 
ing Sanscrit. Really, adver- 
tising is as simple as A-B-C. 
It is only a form of selling put 
on paper. There is no mys- 
tery about it. Any person 
who can sell a shoe can ad- 
vertise a shoe if he will con- 
tinue selling methods in his 
writing. All he needs to do 
is to transfer his selling talk 
to the printed page. 











oblong is about the _ best- 
known shape. A door is ob- 
long; so is a window, so is a 
house, a book, a newspaper, 
and, for that matter, a human 
being. So we see that the use 
of an oblong is an ordinary, 
every-day matter. A square 
is not a commonly accepted 
shape in buildings, doors, 
windows, books or other 
things used by man. Nature 
never created a square. Na- 
ture’s works are oblong, elon- 
gated or circular. 

Follow natural procedure 
and you will never go wrong. 








4 -~ trouble with most peo- 
ple who undertake writing 
advertising is that they for- 
get their salesmanship when 
they sit down to write. They 
lose all their personality and 
become “someone else” the 


The oblong is the 
ideal shape for an ad- 
vertisement. 
forms to the habits of 
the eye. 


It con- 


The top center is the 
ideal location for the 
cut which illustrates 
the shoe to be sold. 


Get right in line with nature’s 
teachings and you will suc- 
ceed. Observe the habits of 
people and tune in with them. 

Especially in advertising, 
get a knowledge of the habits 
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of the human eye. Study yourself. 
What things get your attention? 
What does your eye pick up first 
when you look at a newspaper? 
What is it that grabs your attention 
when you look down the street? 
What are the habits of your own 
eyes? Do they not pause naturally 
at sight of something pleasing? It 
may be a beautiful building (ob- 
long), a tall spire (elongated), or a 
bright color. Ten to one it is a per- 
fectly natural object that gets 
your eye’s attention. 


OLORS attract more 
quickly than anything 
elsé, but we cannot put colors 
into the ordinary newspaper 
advertisement, so we must 
use the next best thing, and 
that is eye-pleasing shapes. 
In order that we may em- 
phasize some of the funda- 
mentals of advertising, we 
are presenting here some dia- 
grams. These will help to 
make clear and understand- 
able the meaning of “shape.” 


The “‘Lay Out” Size and 
Shape 


The first step in putting an 
ad together is the “layout” or 
shape. Most authorities agree 
that the oblong is the ideal 
shape. It conforms to the 
natural habits of the eye and 
that is one of the most impor- 
tant things to consider. 

We have taken the size two 
columns by six inches as the 
best example to work with. 
Increased sizes may be based 
on this by making the “lay- 
out” larger. 

The best sizes in increased 
space are 3 x 9, 4x 10, or even 
4x14 inches. Oblong should 
be the shape, however, and 
the ad must not be too long 
for its width, or vice versa. 

Further on we will discuss 
larger space at greater length 
and dwell on costs. 

The ad should be “fenced in.” 
That is the reason for a border 
around an advertisement. The hu- 
man eye is naturally a rover. It 
seeks new things; constantly search- 
ing out attractions. It is difficult to 
confine the gaze upon any object, un- 
less there is something to hold the 
eye within a certain boundary. 

That is why pictures are framed. 
The eyes are concentrated upon the 
picture and not permitted to rove. 
A border around your ad will fix at- 
tention upon the shoe you want to 
sell. (More about borders further 
on.) 


Mr. Prather. 
chandise for sale. 
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“Target” or Optical Center 


Next in importance in the layout 
is the placing of the illustration of 
the shoe to be sold. 

There should be a “target” in each 
ad. The eye seeks a focal point. 
Americans are naturally good rifle- 
men, because for generations we 
have been accustomed to “shoot at 
targets.” 

The illustration of the shoe, there- 





The Tale of the Keys 


Do you know that each safe deposit box holder 
has two keys, so if he loses. one he still has 
atfother? We have another different key. The 
owner’s key and our key are both necessary to 
open the box. This system, plus fire and 
burglar proof construction, gives absolute 
safety. 


Get Your Box 


BrocKTONNATIONALBANK 


CORNER MAIN AND CHURCH STREETS 
The Old, Big, Strong Bank 


Campelio Office, 1098 Main Street 


Member Federal Reserve System 








A complete advertisement, which illustrates 
excellently the points made in this article by 
In this case there is no mer- 
The bank is selling pro- 
tection of which the keys are symbols. 


fore, is the target for the eye to 
shoot at. 


LL advertising authorities agree 
that the true “optical center” of 

an advertisement is at the top cen- 
ter. The eye seeks the top as nat- 
urally as it seeks the face, or head, 
of a person. You will never make a 
mistake if you place the shoe cut at 
the top of your ad, about one-half 
inch from the border and spaced ex- 
actly to the center. Be certain that 
the cut is of a size that conforms to 
the general size, shape and layout. 
A cut that is too large will throw 
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the whole ad out of balance and 
make it topheavy. 

Shoe cuts of the right size and ap- 
pearance are highly important to the 
success of your advertising. Fur- 
ther on we will discuss at some 
length the matter of illustrations. 

Having fixed the position of the 
shoe illustration, the next step in 
building the ad is the planning of 
the catch line, or news head, which 
will be discussed next week. 


Catering to Young 
Men Only 


[CONTINUED FROM PAGE 34] 


habit of reading from cover to 
cover. 

Hence, Gray’s shoe store is 
a heavy patronizer of the ad- 
vertising columns of the high 
school and college news- 
papers, and weekly and 
monthly publications put out 
by these schools, and this is 
pleasing to the students as a 
whole, who recognize the fair- 
ness of having their publica- 
tions supported by a business 
firm which is _ consistently 
supported by a goodly per- 
centage of the male students 
of all of these schools and 
colleges. 

The Gray show window is 
an excellent example of this 
type of advertising, with the 
appeal definitely made to the 
“young idea.” Here are dis- 
played over one hundred pairs 
of shoes, from which the most 
particular youth may pick 
something which suits his 
fancy. Each pair is exhib- 
ited in connection with a 
harmonious type of hosiery. 

Every square foot of space 
is used to advantage in this 
window, the odds and ends of 
space being given over to 
sport shoe strings, hose sup- 
porters, and minor articles. 

In the center of the win- 
dow is shown a toy dog, in the 
act of running, with froth (cot- 
ton batten) emerging from his 
lips. This exhibit is labeled “mad 
dog” and an accompanying placard 
suggests, “You won’t be mad if you 
wear Gray’s featherweight 
shoes this hot weather.” 

The second element of motion 
in the window is achieved by the re- 
volving display of ‘hosiery, men- 
tioned before, and this is also pla- 
carded in a humorous manner, upon 
all four sides. 

In addition, there is a revolving 
hosiery display. 
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Stick to Your Own Home Town 
By Bob Winston 


Spokane, Washington 


OUR own 
home town is 
the place 


where you have 
established a repu- 
tation and the place 
where you have 
the most friends. 
After eight years 
as one of the pro- 
prietors of an up- 
stairs shoe store I 
felt that I could 
successfully oper- 
ate a downstairs 
store if I adhered 
strictly to the fol- 
lowing rules: 

Sell good shoes 
at a reasonable profit. 


Carry narrow widths at popular prices. 


Have snappy patterns for the Chicken 
trade. 
Guarantee every pair of shoes sold. 


OPENED my new store on March 12 
at North 120 Post Street, just half a 
block off the main street and just half 
a block from one of the biggest chain 
shoe stores in the country. Some of my 
friends said I couldn’t make it go, that 
the competition would be too keen. I 
would like to say one thing right here 
and I wish every shoe store proprietor 
could read it, and that is: 

“Don’t knock the other shoe store.” 

A knock is a boost every time. In Spo- 
kane there has been a great deal of knock- 
ing and I determined that in my store not 
one of my employees would knock the 
other fellow. The chain store which had 
been the target of some of the other 
stores, employs as nice a bunch of fellows as 
any other shop in Spokane, and they were 
not hard to get acquainted with. When a 
customer asked what kind of shoes the 
chain store carried, I told them they were 


good shoes. I never 
bring too much 
pressure on a cus- 
tomer. In other 
words, I never in- 
sist too strongly 
upon a customer 
taking a shoe. 
The oldest em- 
ployee in my store 
is 22 years old. I 
believe in hiring 
young fellows. 
When I opened my 
store I planned on 
having but one 
clerk, but business 
started with a 
bang and now I 
have three with an extra on Saturday. All 
three are just out of high school. They 
know the young girls, the flappers and the 
“chickens.” To my mind, there is no plaee 
in a shoe store for an old man. I take a 
high school graduate and teach him the 
game as I want it played and not as some 
other person has learned it many years 
before. 


HAVE had this store open only a little 

more than three months, but during 
that time I have turned my stock three 
times. I keep new shoes coming all the 
time. I go on the theory that a large stock 
is a detriment. If you carry a large stock 
some of your shoes are bound to get old. 
With a small stock, the boys learn it fast 
and your shoes do not have a chance to 
get old. There is no place in my store for 
a shoe forty-five days old. I simply make 
it a point to get rid of them. 

I don’t believe in dull times. There are 
just as many shoes being worn today as 
a year ago, or, for that matter, there are 
more being worn. 

I attend to my own store, saw wood, and 
get the business. 
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THE RECORDER CREED: Getting 
More Shoes Sold Right; not only “more” 
but “right”; sold for the right purpose, 
to the right wearer, in the right fitting, 
for the right price, at the right profit. 
This is the great problem of the retail 
shoe merchants. The chief purpose of 
“The Boot and Shoe Recorder” is to help 
solve it; for this is the basic problem 
upon which depends the progress of the 
entire allied industries relating to shoes 
— leather, their production and distri- 

ution. 








A Stimulant Needed 


HERE is an opportunity this fall for a “miracle 
shoe”—if you will pardon the term—something 
so extraordinary that it will sell nationally as an 
extra pair article to every “flapper” or maybe 
“sheik” in the land. These miracle articles do ap- 
pear now and then, and become almost universal 
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in acceptance, fill a popular fancy for a time and 
then completely disappear. 

This summer “four out of five’ or some such 
proportion of people have purchased “skeleton 
hats.” Have you noticed them—a green visor and 
a wide white tape around the head and two bands 
over the top, cutting the dome into four or more 
pieces, as it were. There isn’t very much to the 
thing but it carries on the “Helen Wills Tennis 
Visor” into a popular sales article. To tell the 
truth the only merchandising feature involved is 
that it sells quickly and will be as extinct as the 
Dodo by fall. 

The shoe trade had something of the sort in the 
sandal originating in Los Angeles a few years ago. 
The patent leather ankle strap called the Mary 
Jane swept through the country and sold as fast as 
received. One merchant saw 40,000 pairs go out in 
a month for he had a head-start on the rest of the 
stores in his town. 

To sell in such volume an article must be both 
reasonable in price and extremely popular. Who 
will lead off “a boom in shoe buying” by a specialty 
of popular merit? There is a place for such a nov- 
elty as spice to a real fall or holiday volume of busi- 
ness. 


How to Mention Price 


OST people starting out to buy a pair of 

shoes have a definite amount of money set 
aside for the purchase. They keep that sum of 
money in mind all through the transaction. If 
you can keep their minds off price and on quality, 
fit, service and those things you will make the sale 
more easily. 

It has been my practice to defer pricing a shoe 
just as long as possible, says a nationally known 
shoe merchant. If the customer says he wants a 
shoe at about so and so much I bring out that kind 
of a shoe as a matter of course. I know that he is 
set on paying that price and no more. But if 
price is not mentioned I do not refer to it until 
the right time comes. 

And, then when I tell him, or her, the price I do 
not bluntly state it as “ten dollars,” “twelve dol- 
lars,” or whatever it may be. I say in a tone that 
indicates wonderment: “Only. ten dollars,” or 
“would you think it, the price of this shoe is only 
so and so.” My tone and the way I say it gives 
the customer the idea that I myself am amazed 
to think that such a wonderful shoe may be had 
at such a low price. 

The same is true in talking to a customer of the 
quality, workmanship, style, or any of the things 
that I consider a good:selling point. I never speak 
of our service as something wonderful. To me it 
is a matter of course. We serve our trade well be- 
cause it is a perfectly natural thing to do. We 
make no great oration on it. 
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Brag is a poor nag, as the old saying goes. The 
store that brags a lot loses the confidence of its 
trade. Making good on exaggerated statements 
is a big job, sometimes. In our store we never 
make an assertion that we can not back up. In all 
our talk with customers we keep to the safe and 
conservative side. We never talk of our honesty, 
reliability or the like. We presume that people 
know it. Our attitude gives them that idea, any- 
how. We seem to say to our customers: “This 
store does not have to brag or boast of its doings. 
We simply sustain our reputation.” 

Call it psychology or what you will, it works. 
Just be human and straightforward and you will 
win confidence and esteem. 


There Are Staples Everywhere! 


T a recent convention of shoe merchants the 

question of staple shoes brought out a surpris- 
ing sentiment in favor of the old standbys. One 
man said he had been carrying one style in men’s 
shoes for more than fifteen years. Another stated 
that one of the best sellers in his store was a plain 
black kid shoe for women and that he had not 
changed its pattern or style in a number of years 
handling. One of the largest operators in his field 
made the assertion that turnover on staples was 
not a source of worry to him. His business, he 
said, was steady and even on certain styles and 
quite profitable in the year’s showing. 

All of which inspired a RECORDER representative 
to take a look around a big city for the purpose 
of learning some of the facts concerning staples. 
First of all, a walk through one of the parks where 
people congregate to listen to the band, to sit on 
benches and relax, or to 
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any special occasion. It represented a well-to-do 
class, conservative, every-day folk, most of them 
retired farmers, merchants, mechanics, and those 
who now have leisure to enjoy life as they choose. 
What you might call the better middle class with 


real money in the bank. 
A dozen windows were searched carefully for 


staple shoes such as the great majority of people 
were wearing. Nowhere was there a display of 
the plain black kids. That is to say, not among 
the big stores along fashion way. 

Off the main street and into the side streets the 
writer wended his way. Here in the small specialty 
shops his search was ended. Here were the staples. 
Most of them might be classed as being in the 
remedial class, or featured shoes of the special 
arch, or special last, kind. 

Inquiry developed the fact that black kid shoes 
in sizes up to 11 in widths AAA to EE were sold 
regularly. Some of these smaller shops were hav- 
ing a good trade. Every chair seemed to be filled. 
The buyers were mostly elderly people. The men 
were of that solid, prosperous appearing class that 
proclaims the bond holder, the banker, the con- 
servative business man, the professional man, etc. 
The women were matronly, rather inclined to be 
stout, but having the appearance of solidity and 
permanence as customers. The manager of one 
of these small shoe shops said that his trade was 
as regular and as staple as the shoes they wore. 
They come back again and again, he said. He 
could depend upon them for a good, steady run of 
business. 

Then out to the suburbs where the small shoe 
store is springing up in surprising numbers. Here 
the staple shoes were found in quantity. The 
suburban dealer said that 
he was doing a good busi- 











stroll about and inspect 
the flowers. A careful 
check-up on the shoes 
worn by these park habi- 
tues disclosed the fact 
that more than _ two- 
thirds of them wore sta- 


The _ predominating 
color, of course, was 
black. The most-used 
last was a medium wide 
toe and the heels were 
all medium low for wo- 








Quite a sprinkling of 
brown kids were seen, 
but the old standby — 
black kid — was the fa- 


Mind you, this collec- 
tion of people was av- 
erage, not assembled for 


What’s Ahead for Fall? trade. 


“The third quarter (of the year 
1926) begins with business sentiment 
so buoyant that it almost verges on ram- 
pant optimism. Forward ordering is 
ples. being substituted for hand-to-mouth 
buying. Stock prices are advancing on 
their way to make a double-topped bull 
market. It is probable that the volume shoes, 
of industrial output in 1926 will ex- 
ceed that of any previous 12 months 
period, and that the industrial profits out.” 
will be the greatest of any peace-time : 
men and low for men. year. Employment is general; wages 
are high; credit conditions are easy; the 
consuming power of the country is enor- 
mous; and the agricultural outlook is 
better than fair.”—Colonel Leonard P. 
: Ayres, vice-president of the Cleveland 
vorite. Trust Company and one of the country’s 
leading economic authorities. 


ness and building a fine 
Shoes for chil- 
dren and elderly people 
were his main depen- 
dence. Staple black kids, 
brown kids,  soft-toed 
calf, wide toes, low heels, 
EE widths, one-strap 
pumps, a few white 
occasionally a 
satin for the elderly fe- 
male who wants to “step 


Has the big shoe store 
lost sight of a wonderful 
opportunity? Is the big 
operator closing his eyes 
to a tremendous busi- 
ness that may be had? Is 

“hot the smaller shop 
wiser than some of its 
big competitors? 
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Never Has the Cogue of Dancing Been 
Nore 


Prevalent 


exhibition of ordinary dancing, a pair of women’s shoes 

was worn through to the sole of the feet, in fifteen hours 
of continuous action. It is also learned that the “beat-it-down”’ 
syncopations of the Charleston have caused contact between 
the soles of the feet and the floor in twelve hours. 

These cases show what can be accomplished in shoe wreck- 
age through dancing. And while all the American people are 
not keeping up quite such a fast process of “burning up” shoes, 
the instance cited prove conclusively that a young woman, shod 
in the light, airy, types that she usually purchases will easily 
wear out a pair in three weeks, with but three evenings a week 
in the dance hall. 

Pavlowa, the Russian premiere danseuse, and other leaders 
in the art of Terpsichore, often discard their ballet shoes after 
one number only—because they have worn them out. 

An expert retail shoe salesman in one of theeexclusive shoe 
stores of a big city said the other day that a $225 sale of pretty 
shoes to a certain woman customer was not an unusual event. 


& is common knowledge that during a recent “marathon” 


When the lady cannot come for the shoes herself, she sends 
-/% her maid with instructions for the salesman, who knows her 


Color in evening shoes is more 
varied than ever. 


size, to pick out every new style in a light weight, pretty shoe 
which he has and send them to her for approval. She buys 
high-priced shoes and usually selects about ten to twelve pairs. 
This happens about every three months. The salesman was 
at first a bit puzzled as to what the lady did with so many 
pairs, but he at last received an answer to his unspoken ques- 
tion when the lady came in day and remarked—‘“I am so fond 
of pretty shoes and I dance a great deal.” 

“The flapper tries to be very wise in shoe buying,” said the 
manager of a shoe department, recently. “After she has had 
a run on bargain basements she realizes that it is more eco- 
nomical to patronize the shops where good values and fitting 
are given in those shoes in which she is going to dance more 
than she is going to walk. And if she wants a certain shoe, 
she will pay $7 for it as readily as $5 to $6. Shoes, on account 
of dancing, and short skirts, have come into as much promi- 


The strap types shown here 
have polychrome inlays. 


Combinations of leathers and 


iridescent 


fabrics with rain- 
bow hues. 
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The ‘Retail Merchant’s Opportunity 
for Extra Pair Sales 


nence as cosmetics. The average flapper saves money on her 
lunches for a threefold purpose—to get thin, to buy paint and 
perfume ; and to buy pretty shoes in which to dance. 

“The young set, both girls and boys, constitute the largest 
number of repeat customers on account of worn-out, or 
‘damaged-through-dancing’ shoes. But mother and dad like to 
dance, too; and, therefore, they buy more shoes.” Dance shoe 
wardrobes among the women of wealth have now become an 
institution, and are now beginning to be properly “housed” in 
attractive hand-painted cartons. The members of the “shoe 
family” occupying these “houses” usually range from nine to 
twenty-four pairs, with new “families” moving in every three 
months. 

Dance shoes among the young women wage earners consist 
usually of three pairs with new dance shoes bought about every 
three weeks. 

“And so,” said the above quoted shoe store manager, “some- 
times, on rainy days we are apt to complain when business is 
slow, but when we stop to figure business by the year, we 
find that we are way ahead. Ten years ago, it was considered 
the height of extravagance for a woman to own five or six 
pairs of shoes, and $10 a pair was an exceedingly good price. 
Now 25 pairs at $25 a pair is not an uncommon ‘shoe estate.’ 
Women buy pretty, airy shoes because they are such an im- 
portant part of the ensemble, because there is a fad for own- 
ing many pairs of stylish shoes, but more than all, because of 
the popularity of dancing. 

“And I'll tell the world, that if anyone doubts that dancing 
does not wear out shoes rapidly; and if anyone doubts that 
more shoes are not sold on account of dancing, it is only 
necessary to spend a day with me at this store, and look at 
some of the shoes they wear in here—worn down almost to the 
sock lining at the ball, twisted out of shape at the toes and 
throat, and gaping at the sides—all on account of dancing. 
And then I would ask the same official observer to come back 
to the store in a month’s time, and see the same repeat per- 
formance.” 


He’s a poor merchant who can- 


Plain or ornamental, to suit 
not sell evening slippers. 


the taste of the most captious. 


Satins and patents on this page 
—the one above trimmed with 
braided leather thongs. 
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The Inquiry 

For suggestions on window trim- 
ming. Store has center entrance, 
with a wide shallow window on 
either side. Has been using almost 
exclusively the merchandise dis- 
play type of window trim. 


The Answer 
Window Trimming 
Schedule 


OUR windows ought to be 

trimmed at least twice every 

week. Once a week is not 
often enough. 

When a trim is left in as long as 
a week, it gets stale. When people 
see the same trim they saw several 
days earlier, they feel that the story 
is old and dull. They say to them- 
selves, “Oh, I saw that before, days 
ago.” lf folks once get this impres- 
sion of your store windows, they are 
inclined to get into the habit of pass- 
ing your store without looking, and 
then your displays will not touch 
them at all. 

You want your windows to attract 
the attention of passers-by and stop 
them long enough to take a good 
fook at your merchandise. This may 
happen with folks who have never 
passed your way before. But there 
is another point to remember about 
the folks who pass along in front of 
your store at frequent 
intervals, many of 
them two and four 
times a day. You 
want them to get into 
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merchandising problems submitted by 
merchants to O. K. Johnson, Associate 


Editor of Merchandising Practice 


are going to see this time, thinking 
with interest of the possibility of 
seeing something new and different 
in your exhibits. 

Indeed, it is by frequently putting 
something new and different into 
your window displays, that you are 
enabled to secure this favorable re- 
gard for them. Newness, difference, 
novelty may be secured in various 
ways, through variety in the mer- 
chandise itself, or in arrangement of 
the merchandise, or in the back- 
ground and fixtures and setting, or 
in the color effect, or in the general 
idea back of the whole display. 

As for the frequency with which 
window trims should be changed, it 
seems to me that generally two dif- 
ferent trims each week comprise a 
reasonable plan, and this I hold to 
be a practical program in your store, 
though in some stores local condi- 
tions might modify a window-display 
policy. I am a believer in changing 
windows twice a week. Here is the 
schedule which I suggest for your 
two windows: 

1—Monday morning—Trim west 
window with women’s shoes. 

2—Tuesday morning—Trim east 
window with men’s shoes. 

8—Thursday morning—Trim west 
window with women’s shoes. 

4—Friday morning—Trim east 
window with men’s shoes. 

As far as this schedule is con- 
cerned with organizing the work of 


LJ 





the habit of looking 
at your windows, or 
at least glancing in 
the direction of your 
windows, every time 
they go by. You want 
them to glarice at 
your windows with a 
feeling of expectancy, 
wondering what they 
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the window trimmer, it should take 
precedence of all other work of what- 
ever sort. Nothing should be al- 
lowed to prevent the window trim- 
mer following this schedule to the 
letter. 

With women’s shoes, it is usually 
possible to slip in a unit display of 
children’s shoes, or shoes for misses 
and growing girls, without interfer- 
ing in any degree with the effect 
desired in the exhibiting of the shoes 
for women. And the same thing 
holds true in the case of placing a 
few shoes for little gents, or for 
the older and bigger boys, in the 
window where men’s shoes are ex- 
hibited. 


Preparing for 
Window Displays 

The first consideration is that the 
windows must be spotlessly clean. 
This will probably mean that the 
outside of the window glass shall be 
washed every morning; it must be 
washed often enough to keep it ab- 
solutely clean. Probably the inside 
of the glass:can be kept clean with 
one washing a week. But each time 
the trim is changed, the fixtures, the 
woodwork of the background and 
the floor should all be wiped free 
from dust. Whenever possible, all 
this work may best be done in the 
morning before the store opens for 
business. 

Actual work on the 
window should be be- 
gun usually about an 
hour before opening 
the store. 

The merchandise 
should be prepared 
the day before, so 
that it is all in readi- 
ness when window 
trimming begins. Se- 
lection of the mer- 
chandise to be shown 
will have to be made 
even earlier. In fact, 
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the window trimmer should work on 
a window-display schedule a week in 
advance of the day for putting the 
goods in the window. 

The shoes shown in the window 
should be taken from the stock which 
the store expects to sell, and should 
represent exactly the quality of the 
goods which customers can buy in- 
side the store. It is not good busi- 
ness to have a few selected pairs of 
shoes made up specially for window 
use, and representing more careful- 
ly selected materials and a more fin- 
ished workmanship than the regular 
run of the factory product that is 
going to be put on sale. 

Pairs should be taken out of their 
cartons and made ready for use in 
the windows. This means that they 
should be thoroughly dusted, if nec- 
essary, and then rubbed by hand 
carefully with a soft cloth to make 
the leather show up at its best. 
Sometimes, if the lasting has made 
each shoe perfectly smooth, shoes 
may be used as they are. But in 
many instances it will be found de- 
sirable to put each shoe on a form 
which will keep the material smooth 
and show attractively the lines of 
the last and the design. Sometimes, 
if the form inside the shoe does not 


accomplish the desired degree of 
smoothness, a little tissue paper 
carefully slipped inside at the right 
point will get the result you are 
after. In this connection, it is often 
possible to arrange with the factory 
making the shoes, to put a few shoes 
on forms before shipment is made 
from the factory; and this is one of 
the best plans, because the men at 
the factory can do so much better a 
job than a window trimmer, or store 
boy, can do. 

The point is this: everything pos- 
-sible should be done to make the 
shoes show at their best in the win- 
dow. You have bought good goods; 
now show them up for what they 
really are; do them the justice of 
dressing them up adequately while 
they are on parade. 


Character of 
Window Displays 


The first of the week window 
should be quite different from the 
end of the week window. There is 
an almost self-evident advantage in 
having these two windows of rather 
contrasting types. 

The first window should be di- 
rected to those people who are in- 
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terested in the very highest grade 
footwear and are willing to pay the 
relatively higher prices for whatever 
they purchase. 

In the first window each week, 
therefore, put the very finest and 
most expensive shoes you have in 
stock. Put in enough of these to 
give tone to the whole window dis- 
play. If you feel that you must aiso 
show some moderately priced shoes, 
show only a pair or two of a style 
and only a few styles, the fewer the 
‘better. Do not let enough lower 
price and lower quality goods get. 
into the window to weaken the effect 
produced by an exhibit of the very 
best quality merchandise you have 
to offer. 

The first of the week window, also, 
is the place where you can work out 
to best advantage those special ideas 
about window trim which need for 
their expression the entire attention 
and concentrated efforts of the trim- 
mer. Often these ideas exercise ex- 
clusive control of the selection of 
goods and their arrangement, and 
require the trimmer to get as far 
away as he can from the typical mer- 
chandise window. 

On the contrary, the window at 

[CONTINUED ON PAGE 87} 


This Way to the Elevator 


HE big problem of Warn & 
Warn, Spokane, is to tell the 
world where they are located, 
and then to get a reasonable propor- 
tion of it to take the elevator to the 
top floor of the Old National Bank 
Building. They have found that ap- 
peals sent through the mail get very 
satisfactory results. A letter sent to 
the girls of the graduating class of 
the Spokane High Schools brought in 
some good extra business. One cent 
government post cards are also reg- 
ularly used. Oftentimes these will 
have a cut of a shoe, together with 
a special appeal to the out of town 
customers. For the nearby trade, 
postals are regularly mailed, telling 
of the store’s location and the sav- 
ings that may be had by taking the 
elevator. All of the firm’s printing 
matter is done right in the store by 
a multigraph machine. 

Early in May of this year, Warn 
& Warn sent out a flock of letters 
to members of the graduating class 
of the Spokane High Schools. To this 
letter they attribute much of the 
success of their spring season. The 
letter read: 

“We take this opportunity to con- 


Here’s a postcard that brought 
business 


gratulate you upon your graduation 
from high school. You are about to 
complete four long years of tedious 
work, yet when you look back upon 


these years you will say they have 
been the best of your life. 

“The next few weeks will be busy 
ones—winding up your work, enjoy- 
ing social functions, attending bac- 
calaureate, and taking part in grad- 
uation. You probably sigh when you 
think of it, especially when you 
think of your wardrobe. 

“Your slippers and hosiery surely 
are among the first to be considered. 
Due thought must be given, not only 
by the graduate but also the one sup- 
plying the slippers. Warn & Warn 
stand alone in being able to supply 
those distinctive styles which a grad- 
uate must have, at prices which will 
mean a saving to the parents. Eight 
years of steady growth in our TOP 
FLOOR location has proven this. 

“Our stock is now complete with 
the smart new styles which Spring 
brings forth. We urge you to come 
soon, while sizes are complete, and 
we pledge that individual and help- 
ful attention which we have given 
to graduates in the past. 

“Assuring you that it will be a 
pleasure to serve you, we are 

“Very truly yours, 
“WARN & WARN.” 
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Friday 13th ERE is a chance for something 
Sale Window timely and unusual. The win- 
dow trimmer’s imagination may be 
brought into full play on the problem outlined here. 
Hang a black opaque curtain about two feet from 
the back of the window from the top to the bottom. 
Between the back wall and the curtain lighted with 
a spot light, put a witch’s cat that is running away 
from an arrow. With a solid white background of the 
back of the window, this ought to stand out like a 
cameo. 
“Store full of Lucky Reductions”—this to go on a 
placard out near the front of the window. 


* 





* 





* 





Cinderella AKE a cutout of a castle with 
Sale Window long steps at back of window. 
On the steps place a glass slipper. In 
the road in front of the castle have wheel tracks show- 
ing where the coach has just left. If possible, at either 
end of the window have another cutout of trees 
around the corner of which the coach is disappearing. 
Just the back parts of a pair of wheels need show. 

Use some little toy borrowed from a toy store, with 
wheels decorated as Cinderella’s coach might have 
been. 

Use placard reading, “Cinderella Sale.” 

Another placard reading, “Is this your Slipper?” 
for a heading with the following lettering, “The Size 
of Cinderella’s Slipper Has Been Discovered—Every 
woman who wears Cinderella’s size will be given a 
pair of slippers free with a purchase during sale.” 

To carry out the honesty of the offer place a dupli- 
cate of the window slipper in a glass case. In this 
slipper will be the size that entitles woman purchaser 
to free pair of slippers. Let the woman customer pull 
aside the curtain herself and see.the size. 





* * * 


Men’s Turn-In OR a Turn-In Allowance Sale 
Sale Window window use a placard lettered 

like this, “$1 Allowed on Your Old 
Shoes.” 

A space in this window will be reserved for the old 
shoes that have been turned in. 

Another placard would read, “Regardless of the 
Value We will Give You $1 for Your Old Shoes on 
New Purchase.” 

For the individual ‘display in connection with the 
space reserved for the old shoes, show a picture of an 
old man in destitute circumstances, with a caption 
like this: “Help Him by Helping Yourself.” 

Also give the name of the charitable organization 
to which you have offered the old shoes and get a let- 
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ove Merchandise 


l ugust 


ter from them acknowledging your offer to supply 
them with shoes. 

Put this up on a piece of cardboard so as to give it 
display prominence. 

This idea will at least remove from your field a 
great many shoes that might otherwise remain in 
service for months. Thus it betters the opportunity 
for additional sales. 

* 


* 2% 





Friday 13th HE advertisement hook- 
Sale Advertisement up for window will fea- 

ture a picture of a witch’s 
cat running pell-mell from an arrow that threatens 
every one of its nine lives. 

The illustration of cat may take up the entire ad 
with the admonition to see the windows or it may be 
used as a headline and the regular showing of shoe 
illustrations used to complete the ad. The layout here 
will give every merchant something on which to work. 

It would be a good idea to have this run off on a 
press for some preliminary mailing to a selected list 
of old customers, with an advance invitation. 


* * * 


ICTURE of castle with Cinder- 
ella slipper on steps. 
This: will tie up with the win- 


Cinderella Sale 
Advertisement 


dow. . 

The caption will be, “Is this Your Slipper?” — 
“Great Cinderella Sale Discovery Leads to Gift of 
Cinderella Slipper to Every Woman Wearing Cinder- 
ella Size.” 

“Come into store to have your try-on. You may be 
the lucky one.” 

Somewhere in the advertisement it might be well 
to show a grouping of the slippers that will be given 
away with a sub-caption as follows: “These Cinder- 
ella Slippers to be Given Away—One to Every Pur- 
a During Sale Who Possesses Cinderella Size 

00 Did 

The layout will give one a fair idea of how this will 
look worked out. There is nothing against trying 


this idea. Everything points to the success of the 
idea. 

+ * a 
Men’s Turn-In OR a caption to the adver- 


* tisement shown here, this: 
Sale Advertisement iw. Will Give You $1 for 
Your Old Shoes Regardless of Their Condition. 

“All Turned-in Shoes to be Given to Charity. 

“Read this letter:” 

(Show the letter in the advertisement as shown. 
This is something different and makes a good display.) 

Follow the showing of the letter with the caption, 
aa Help Those Less Fortunate by Helping Your- 
self.” 
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View of the principal business street in Billings, Mont. 


They All Went from Credit to 
Cash Basis 


NYONE interested in the prob- An Unusually Successful Stroke @ shoe store that is not paid for, 
lem of how to eliminate com- 


petition, how to make a 
town more livable, how to regu- 
late sales, how to make more money 
retailing shoes had better go to 
Billings, Mont., for first-hand in- 
formation. 

Billings has an accredited popu- 
lation of 15,000. Ordinarily a town 
of this size can support success- 
fully only one good shoe store, but 
here are found four unusually 
good stores, which have a com- 
bined approximate stock of 40,000 
pairs of salable shoes. No French 
heel, black kid boots, no colored 
suédes, no dead stock at all, but 
40,000 pairs of live numbers. 

Conditions were no worse in Bill- 
ings two years ago than they are 
in a great many cities, but they 
were far from being right. The 
shoe merchants in town had read 
the BooT AND SHOE RECORDER and 
had found out from contact with men 
in conventions how the merchants 
in other communities had benefited 
by pulling together. The load that 
was breaking their backs was the 
tidy sum of $30,000, that was col- 
lectively owed them by their cus- 
tomers. They were faced with the 
necessity either of changing their 
policies or of going out of business. 
To sum up local conditions of two 
years ago, customers. owed the 
stores too much money and stores 
in turn owed the factories too 


of Cooperation in Billings, 
Montana 








much. Sales were held whenever 
it was felt they could be put across. 
Things were in a more or less de- 
plorable state. 

In discussing the situation at a 
meeting held by the Hannig-Vassau 
Co., the Garrison, Keene Co., F. 
Todd Co. and Walk-Over Boot Shop, 
it was decided to go on a strictly 
cash basis. One of the big busi- 
ness men of the town, a dry goods 
merchant, volunteered the advice 
that if the shoe stores took that 
step, they would be broke in a year, 
for the first month their trade 
would fall off 50 per cent, the sec- 
ond month 33 1/3 and after that 
an average of 25 per cent. In spite 
of. this discouragement they went 
right ahead with the program as 
outlined, because they felt that they 
were due to go broke anyway the 
way things were going, so they 
couldn’t be in much worse shape. 


NE large advertisement informed 

the public of the step they 
had taken, then each merchant 
mentioned it in his regular copy- 
Signs in the stores told of it, too. 
What was even better, every store 
has stuck to this agreement since 
that time. Not a thing goes out of 


cash on the barrel head, absolutely 
no charges, memos or approvals. 


UCH to these merchants’ amaze- 

ment, business, instead of fall- 
ing off, steadily increased. Now the 
stores are taking their discounts 
with the money that was formerly 
tied up in accounts. 

While they were in the agreeing 
mood, they also agreed to hold only 
two sales a year. Five days was 
deemed long enough and the last 
week in July and the last week in 
January were considered the prop- 
er dates. Immediately after these 
semi-annual sales, the four stores 
come out with brand new merchan- 
dise. 

There is another thing, too, that 
illustrates how closely these fel- 
lows are working together. When 
Todd, for example, cannot fill a mail 
order he goes around to the other 
stores to see if they can fill it. Each 
store allows the others a 20 per dis- 
count on such sales. A letter is 
sent to the customer telling them 
that the store was unable to fill the 
order, but they were able to get it 
at the Walk-Over or The Bootery, 
as the case may be. The other 
boys do the same thing, too, all of 
which goes to show the friendly 
spirit that exists here. Customer 
reaction to this treatment is most 
favorable. 
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She Is No Man’s Customer 


The Woman Who Shops Around Never Sticks 


By Uncle Dudley 


EA! Lots of them walk out. 
Lots of them take up our time 
and then leave us with a dozen 
or two pairs to put back. But 
is that a loss, really? I don’t 
think so. I keep telling the boys and girls 
in our store to let them go and not to 
worry about it. Show them the shoes, I 
say, and talk fit and service and all that. 
Tell them the kind of shoes they ought to 
have for certain kinds of clothes. Try to 
sell the store to every one that comes in. 
Then, if they want to shop further let 
them go to it. 
The right kind of sales talk will leave 
a thought in the mind of the most jazz 
crazy woman that ever walked. She will 
go away with the idea in her head that we 
want to do her a good turn. Nine times 
out of ten she will come back for another 
look and another talk. Do you know that 
most people want someone else to make 
up their minds for them? It’s a fact. 
The average woman is ready to be sold 
when she comes in. She wants guidance. 
Of course there is that dizzy class that 
will buy anything that appeals to their 
eyes. They will buy a shoe out of a win- 
dow just because it is pretty or cute or 
charming. No matter if it looks like the 
very old Nick on their feet. No matter if 
it is unsuited to their feet. They buy in 
one store one month and in another next 
month. They don’t belong to any shoe 


store. You could not borrow 10 cents 
from the bank on their patronage. They 
are more of a liability than an asset. They 
return more shoes than any other class. 
They are never satisfied with the shoes 
they buy. They are always coming back 
for an adjustment or an exchange. Most 
of the time they are unreasonable and un- 
just. 


HAT are we going to do with them? 
Throw them out? Pass them up? 
Or shall we continue to do missionary 
work on them? I am in favor of trying to 
teach them. It may seem like a lot of 
wasted time and all that but in the long 
run it will pay us. 
I ask my fellow salespeople often: 
“Well, did you make a sale or did you 
make a customer?” 


F I were inclined that way I guess I 

could sell twice as many shoes. I could 
pitch in and oversell the hardest cases 
that come in. I have been in this business 
long enough to have the punch. But, some- 
how, I can’t bring myself to use high pres- 
sure methods. I am slow, but I am darned 
sure. I used to know a laundry that called 
itself the slowest laundry in town. All 
my shirts and collars went there because 
I felt that hurry-up laundry was hard on 
my pocketboot. 
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A Merchandising Convention 


MILWAUKEE.—A number of prom- 
inent Milwaukee merchants will 
discuss merchandising problems of 
current interest at the annual con- 
vention of the Wisconsin Shoe Re- 
tailers Association to be held in 
Merrill, Wis., Aug. 10, 11, and 12, 
according to a tentative convention 
program which has been sent out to 
all members of the association by 
C.:N. Cody of Antigo, president. He 
states that the program this year is 
the’ best that has ever been prepared 
from an educational standpoint and 
that merchants who attend the 
meetings will derive great benefit 
from them. 

- Merchandising of men’s, women’s 
and children’s shoes will be taken up 
separately, each group being cov- 
ered by several talks. ‘Merchandis- 
ing of Men’s Shoes” is the subject of 
an address by Max Podell of Mil- 
waukee, to be delivered the after- 
noon of the opening day. The same 
subject will be developed by Walter 


Roose of Dubuque on the second 
afternoon. “Styles in Men’s Shoes” 
is the subject given to “Ted” Sim- 
mons of Milwaukee. 

A. B. Caspari of Caspari & Vir- 
mond, prominent in the activities 
of both state and Milwaukee associa- 
tions, will speak on merchandising 
of women’s shoes, while a second 
address on the same subject will be 
given by Morris Fame, also of Mil- 
waukee. This will cover two distinct 
phases as Caspari & Virmond caters 
to a high priced, rather than con- 
servative trade, while Frame’s Boot 
Shop handles a popular priced line, 
in a very effective manner. 

Three talks will be delivered on 
the subject of children’s’ shoes. 
Merchandising problems will be 
taken up by H. P. Plass, sales man- 
ager of the Simplex Shoe Manufac- 
ing Co., manufacturers of Children’s 
shoes, Milwaukee; and by J. H. 
Everston. “The Juvenile Game” 
will be discussed by S. P. McClana- 


han, sales manager of the Helmholz 
Shoe Manufacturing Co., Children’s 
shoe manufacturers at Cudahy, Wis. 

Other subjects of immediate in- 
terest to the trade will be brought 
up in other talks at the convention, 
including “Merchandising of Work 
Shoes” by Herman Bortin, president 
of the Steven, Strong Shoe., manu- 
facturers; “From Adam ’Til Now”, 
by A. C. Klein; “Modern Advertising 
and Merchandising”, by John 
DeWild; “The Chain Store Prob- 
lem”, by Harry Kisker of Chicago; 
and “How Gimbel’s Sells Shoes,” by 
C. A. Collar, buyer for Gimbel 
Brothers, Milwaukee, and president 
of the Milwaukee Shoe Retailers As- 
sociation. 

Round table discussions on style 
questions, a style conference and re- 
view of three shoes from each ex- 
hibit at the convention are among 
the plans for dealing with the style 
situation. 





Well Known Shoemen Purchase Capital City Corporation 


years with the Hanan organization, 
has served as factory superintendent 
for George Snow, for the Charles A. 
Eaton Co. of Brockton, and as super- 
intendent of the George E. Keith 
Co. factory at North Adams, Mass. 


AuGusTA, MeE.—The controlling in- 
terest in the Capital City Corpora- 
tion of Augusta has been purchased 
by Walter C. Roose, salesmanager 
of E. B. Piekenbrock & Sons, Du- 
buque, Iowa, and A. Wesley Stetson, 
who for the last 11 years has been 


Walter C. Roose, president of 
Capital City Corporation, in 
charge of sales and styling 


factory manager for Hanan & Son 
of Brooklyn. The factory started 
making shoes under the new man- 
agement July 19 and is busily en- 
gaged in turning out its new line of 
men’s smart dress shoes of calf and 
kid to retail at popular prices. 

Although the active management 
of the company in all its branches 
will be in the hands of Mr. Roose 
and Mr. Stetson, well known Au- 
gusta men are represented on the 
directorate. Newly elected officers 
are Walter C. Roose, president; A. 
Wesley Stetson, vice-president and 
assistant treasurer; Walter S. Wy- 
man, treasurer; and E. H. Maxcy, 
clerk. Directors, in addition to the 
officers, include George O. Spencer, 
Thomas C. Ingraham and D. W. 
Adams. 

Both Mr. Roose and Mr. Stetson 
are well known in their respective 
fields. Prior to becoming salesman- 
ager of the Piekenbrock company, 
which position he assumed in May, 
1925, Mr. Roose had spent fifteen 
years in the shoe business, first in 
charge of stores for the F. M. Hoyt 
Shoe Co. of Manchester, N. H., and 
more recently as salesmanager of the 
A. J. Bates Co. of Webster, Mass. 

Mr. Stetson, in addition to his 11 


A. Wesley Stetson, vice-president 

and assistant treasurer of the 

Capital City Corporation, in 
charge of production 
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St. Louis in Readiness for Big 


Fashion Pageant, Aug. 3-20 





Styles of yesterday and the Snowbird Pages at the Twelfth Annual Pageant of Fashion, St. Louis 


HE twelfth St. Louis Pageant 

of Fashion to be held in the 

Garden Theater, Aug. 3-20, it 

is predicted by those responsible for 

the production, will surpass all pre- 

vious efforts in beauty, originality 
and fashion’s newest creations. 

This spectacle, which had its in- 
ception 12 years ago, has been de- 
veloped by the wholesale interests of 
Washington Avenue into an amazing 
pageant of pulchritude. It no longer 
resembles the fashion show type of 
performance, but is presented in 
a finished graceful entertainment 
which features the choicest selection 
of the style dictators. 

The St. Louis shoe manufacturers 
and other members of the industry 
who retain large distributing houses 
in St. Louis have contributed largely 
to the prominence and success of the 
pageant with their contribution of 
beautiful footwear, which has given 
to the show and this market an en- 
viable leadership in the dictates of 
style origination. 

For the St. Louis Pageant of 
Fashion the shoe manufacturers and 
wholesalers put forth every effort to 
display the most practical styles to 
the thousands of merchants who 
come to this market to witness the 
performance. 


The genius of the shoe designers 
of this market is always evident in 
the innovations introduced in pre- 
vailing footwear fashions. Particu- 
larly during the past two years, with 
emphasis on the past season, has 
“St. Louis, the World’s Shoe Mar- 
ket,” become a mecca for those who 
wish to buy shoes styled to meet the 
customer demands of every class of 
merchant. 


| the marts, salons and general 
stores does the style genius and 
efficient shoe manufacturing of St. 
Louis find its way and builds for the 
retail shoe dealer confident, satisfied 
customers and for himself assured 
profits and better business. It is 
with this realization that retail shoe 
merchants from every nook of the 
United States come to St. Louis 
during the St. Louis Pageant of 
Fashion to make their footwear se- 
lections during its presentation. 
The styles presented on the runway 
during the three promenades is of 
necessity the best thoughts of the 
market’s keenest style brains. With 
the sharp competition of the manu- 
facturers and their ambition to pre- 
sent shoes reflecting their ability as 
stylists, each institution exhibits the 
best patterns in its line. 


Retail shoe merchants also accu- 
mulate, when witnessing the pag- 
eant, the prevailing styles not only 
in footwear, but millinery, garments, 
coats and furs, as well, are presented 
by the largest houses in this 
market. They acquire the style trend 
which gives them definite informa- 
tion for selling footwear more intel- 
ligently, and its relation to the rest 
of the costume. They are equipped 
with knowledge that will prove val- 
uable in convincing the feminine 
trade that a certain type shoe is just 
the proper style to complete a par- 
ticular garment of a fashionable 
tone. 

Shoes for all practical purposes 
are exhibited, and little or no effort 
is made to exhibit shoes that merely 
flaunt the ability of style. impre- 
sarios to display their cleverness. 
This tendency has gradually dimin- 
ished until it has all but disappeared 
in recent pageants. 


OWHERE is a fashion pageant 
_ \ presented in the atmosphere and 
natural scenery as it. is at the Garden 
Theatre in St. Louis. The stage is 
flanked on either side with huge oaks 
and the background has been sup- 
plied by nature’s own development 
of shrubbery and bushes that is 





July 31, 1926 





July 


most 
surrol 
pe dif 
able, | 
theate 
The 
durin: 


over | 
woue 


forty 
and kk 
sex, V 
the ti 
tots W 
their 
shoe 

viewi! 
dren’s 
ment, 
here, 
trend 
comin 
apace 
the 1 


ti 
tion 
the sj 
the § 
Comr 
that 
thous 
to th 
tacle. 
tion, 



























July 81, 1926 


most intriguing. In August these 
surroundings are ideal and it would 
be difficult to find a more comfort- 
able, cool location than here in this 
theater. 

There will be three promenades, 
during which there will be displayed 
over 125 shoe styles, worn by men, 
women and children. Approximately 
forty girls, chosen from the grace 
and loveliness of the city’s feminine 
sex, will cavort on the style-walk to 
the tune of lilting music. The tiny 
tots will strut their stuff and emulate 
their older sisters in affording retail 
shoe merchants an opportunity of 
viewing the newest patterns in chil- 
dren’s footwear. Unusual advance- 
ment, it may be appropriately stated 
here, has been developed in the style 
trend of children’s shoes for the 
coming seagon, and St. Louis, always 
apace of the tendency, will display 
the most modern style characteriza- 





O the St. Louis Shoe Manufac- 

turers and Wholesalers Associa- 
tion must go all of the credit for 
the splendid cooperation rendered to 
the St. Louis Pageant of Fashion 
Committee in creating footwear 
that impresses so forcibly the 
thousands of merchants who come 
to this market to witness the spec- 
tacle. The manufacturers’ associa- 
tion, through their Booth and Dis- 






































She will display shoes of the 
latest style at St. Louis 
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tions in this type of footwear. 

Men for the first time will display 
the styles of the sterner sex, and 
footwear, of course, will have its 
moment in the review. 2 

All models have been trained by 
that preceptor of mannequins, Major 
Levy, a veteran, not in years but in 
experience, in the development of 
models to best best display the fine 
lines and fit of footwear as well as 
garments. To those who have wit- 
nessed past pageants, there is no 
need to stress the poise and grace of 
the models who have had the direc- 
tion and help of Major Levy. But to 
those witnessing their first pageant 
there awaits a revelation in feminine 
beauty, trained to a finesse that does 
not strain the eye. 

The theme or atmosphere of the 
pageant this year will be Spanish in 
costuming, entertainment and style, 
following the trend of fashion. 


Credit Due Able Committee for 
Staging Fashion Pageant 


play Committee, comprise a part of 
the St. Louis Pageant of Fashion 
Committee. Norman McDonald of 
Johnson, Stephens & Shinkle Shoe 
Company and E. C. Hyde of the In- 
ternational Shoe Company are the 
members of this committee who 
from the very inception of the 
show guarded the interests of the 
shoe manufacturers. They approve 
all models and are charged with the 
responsibility of having each night 
on the runway shoes that are per- 
fect for the inspection of the large 
audience. Frank A. Mahler, secre- 
tary-treasurer of the Manufactur- 
ers’ Association, also cooperates 
with the committee and the multi- 
tudity of detail requires all of his 
efforts in completing the arrange- 
ments for the many members of his 
association. 

It has been through the alertness 
of the manufacturers’ association 
that the St. Louis shoe market has 
enjoyed its growth. Perhaps at no 
time in the past has the expansion 
been so pronounced as during the 
present season. Recognition of the 
style supremacy of this market has 
reached out until there is no longer 
a store nor city that does not rec- 
ognize this fact. The harmonious 
spirit that prevails throughout the 
industry primarily reverts to the 
manufacturers’ association for its 
success. Only helpfulness, creative 
of bigger business manifests itself 
in its membership and with this as 
a foundation, little wonder is ex- 
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Cne of the many mannikins 
the St. Louis Pageant 


pressed that today this market en- 
joys undisputedly the title of “The 
World’s Shoe Market.” 

Its executives and officers are 
drawn from the highest ranks in 
the industry who give of their 
time unselffishly for the develop- 
ment of the market. The present 
president of the association, Harry 
G. Johansen, is head of a great spe- 
cialty shoe business, Johansen Bros. 
Shoe Company. During the coming 
pageant he has urged the members 
of his association to surpass every 
effort of past seasons in the design- 
ing of footwear to be presented on 
the runway. 


OHANSEN is an _ enthusiastic 

style creator himself and with 
his ingratiating personality and the 
esteem with which the association 
holds him it is not too much to pre- 
dict that the footwear styles this 
year will be superior to any effort 
in the past. 

No other market plays the im- 
portant réle in the affairs of the 
shoe industry as does the St. Louis 
association. Its two most important 
functions, in addition to widening 
the possibilities of the market, are 
the participation in the St. Louis 
Fashion Pageant and the creating 
of its own exclusive shoe show. 

The third of these shows will be 
given Nov. 29, 30, Dec. 1, 1926, and 
as soon as the present show is over 
elaborate plans for the November 
show will be launched. 
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BASED ON 
PARADISE SHOES— 


Cy NAME STANDS FOR SMARTEST STYLES, 
THE BEST MATERIALS, UNUSUAL SHOEMAK- 
ING—EVEN TO THE MOST MINUTE DETAILS—AND 
PROGRESS FOR PARADISE DEALERS. 


OUR GROWTH DEPENDS ENTIRELY UPON THE 
GROWTH OF OUR DEALERS. UNLESS YOU CAN 
PROFITABLY MERCHANDISE PARADISE SHOES WE 
CANNOT GROW. OUR SUCCESS COMES ONLY 
THROUGH YOUR SUCCESS. WE HAVE GROWN 
STEADILY. WE ARE STILL GROWING. AND IT 
IS ENTIRELY DUE TO THE SOUNDNESS OF THE 
PARADISE LINE. WE INVITE AGGRESSIVE MER- 
CHANTS TO JOIN THE BIG ARMY OF PARADISE 
DEALERS SO THAT THEY TOO MAY GROW. 


TO TAKE CARE OF OUR INCREASED PRODUCTION 
WE HAVE AUGMENTED OUR SALES FORCE AND WILL 
EXTEND OUR SALES TERRITORY SO THAT WE CAN 
CALL ON AND SHOW THE LINE TO MERCHANTS IN 
ALL PARTS OF THE COUNTRY. 
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MODEL 10(C6 


ANOTHER EXCLUSIVE 
BRAUER CREATION 


A GRACEFUL, NEW FALL PATTERN, MARKED 
BY SIMPLICITY AND GOOD TASTE !S THIS 
IMPORTED SILVER KID ONE STRAP WITH 
PARISIAN PAISLEY UNDERLAY ON VAMP, 
QUARTER AND HEEL. OUR SMART 400 LAST 
WITH 20/8 SPIKE HEEL. 


NOT CARRIED IN STOCK 
MADE ON ORDER ONLY 


ALSO MADE IN OTHER COMBINATIONS, LASTS 
AND HEELS TO ORDER 
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AT THE 
ST. LOUIS FASHION PAGEANT 
AUGUST 3 TO 20 
PARADISE SHOES 
WILL, AS USUAL, SHOW SOMETHING 
RADICALLY NEW IN SMART FOOTWEAR 















PRODUCT Tired 


OUR NEW , 
PARADISE E 
FACTORY KE | == 


FOREST PARK BLVD. 
AT SARAH STREET 

















MERCHANTS AND 
ALL IN THE SHOE conn —-—=—e 
TRADE ARE COR- 
DIALLY INVITED 

TO VISIT OUR NEW = 
FACTORY AND = 
SALES OFFICES. 
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UR NEW PARADISE PLANT REPRESENTS THE LAST WORD IN SHOE FACTORY 
EQUIPMENT. EVERY AVAILABLE MACHINE DESIGNED TO IMPROVE QUALITY, 
TO EMBELLISH THE SKILLFUL HANDWORK OF OUR SHOE ARTISANS AND AT THE 
SAME TIME TO INCREASE PRODUCTION, HAS BEEN INSTALLED. THIS FACTORY REPRE- 
SENTS THE IDEAL OF AMERICA’S GREATEST SHOE MACHINERY EXPERTS. 








THE BENEFITS OF THIS GREATER PRODUCTION AND LOWER COST 
OF OPERATION WILL BE PASSED ON TO PARADISE DEALERS. COUPLED 
WITH THIS THE STILL FINER QUALITY OF PARADISE SHOES SETS AN 
ENTIRELY NEW STANDARD OF VALUE IN MODERN SHOEMAKING. 
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GROWTH— 


THE ACCOMPANYING CHART SHOWS THE 
STEADILY GROWING DEMAND FOR PARADISE 
SHOES AS REFLECTED BY OUR SALES FOR 
THE PAST SIX YEARS. THE FIRST SIX 
MONTHS OF 1926 SHOW AN INCREASE OF 
PRACTICALLY DOUBLE THE SAME PERIOD IN 
1925. a 


BRAUER BROS. SHOE.@. 


FASHIONERS OF WOMEN’S NOVELTY SHOES | 
SAINT LOUIS U.S.A. 
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WAVERLY—A tongueless Oxford in Black Satin Vamp, Quarter 
and Heel, Black Moire Collar, strikingly new. This pattern 
permits a variety of combinations in the many new fall materials. 


Shoe Specialty Manufacturing Co. 


Branch INTERNATIONAL SHOE CO. 


“Makers of Women’s Fine Shoes” 
3417 LOCUST STREET 


St. Louis, Mo., U.S. A. 


When writing to advertiscrs please mention Boot and SHOE RECORDER 





July 31, 1926 


BOOT AND SHOE RECORDER 











SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 





oe 





Indiana Shoe Buyers’ Week 
to Be Held in February 


HE Indiana Shoe Travelers 

Association held an interesting 
and constructive meeting at the 
Denison Hotel on June 26, and C. I. 
Slipher, secretary, sends to the 
RECORDER a_ typewritten account, 
written in genuine newspaper style. 
This proves that besides being a 
good shoe salesman, he is also an 
efficient secretary and a good re- 
porter. 

President F. E. Hart presided. 
The following members were pres- 
ent: Homer Beals, Charles High, 
E. C. Smelzer, Ed Bayless, C. C. 
Shepherd, Fred Naegele, Herschel 
Harrold, C. E. Scroggy, John Hon- 
aker, H. O. Warren, M. Steelmack, 
W. E. Ratcliffe, C. F. McNew, El- 
mer Thomas, George Hewitt, W. A. 
Lodge, H. Gerrish, C. I. Slipher, F. 
E. Hart, Ray Hawkins. Visitor 
from Chicago Shoe Travelers, H. L. 
Ware. 

The president reminded the mem- 
bers that at the last meeting it was 
decided to hold Shoe Buyers’ Week 
the first week in February. 


Want N. S. T. A. Meet in Milwaukee 


A letter was read concerning the 
National Shoe Travelers’ Conven- 
tion being held in Milwaukee in- 
stead of Chicago. This point was 
discussed at length and it was the 
general consensus of opinion that 
if the convention was held in Mil- 
waukee immediately following the 
Chicago convention it would be well 
attended. It was voted that the 
I. S. T. A. make an effort to have 
the National Shoe Travelers’ Con- 
vention held in Milwaukee on Mon- 
day and Tuesday following the Chi- 
cago Convention. 

At this point H. L. Ware, the vis- 
iting shoe traveler from the Chi- 
cago Association, said that he en- 
joyed being with the Indiana mem- 
bers, and he believed the Chicago 
boys would make an effort to have 
the convention held in Chicago as 
usual, but personally he felt it 
would be better to have the meet- 
ing place changed around to differ- 
ent towns so as not to grow monot- 
onous. 

Letters were read by the secre- 


, 


tary in regard to the work done by 
the chairman of the Railroad Com- 
mittee of the National Shoe Travel- 
ers, Homer H. Beals of Noblesville, 
Ind. 

It was decided to leave the prob- 
lem of reduced rates for Mr. Beals 
to handle in his usual efficient man- 
ner. 


Constitution and By-laws Changed 


The following changes in the by- 
laws were voted upon: Article 
ViI.—Section 1. The officers of this 
association shall be elected by bal- 
lot at the annual meeting to be held 
on the second Saturday in March 
of each year, and shall take offices 


H. O. Peyton, Pacific Coast man- 
ager for the Ground Gripper 
Shoe Co. 


directly after the annual meeting.” 

“Article XI.—Section 1. The an- 
nual meeting of this association 
shall be held on the second Satur- 
day in the month of March of each 
year. 

“Special meetings may be called 
at the discretion of the president, 
due notice of which must be sent to 
all members of this association.” 

“(Signed) Dallas F. Crooke.” 

Letters on the insurance proposi- 
tion were here read and the sub- 
ject thoroughly discussed. Each 
member present was asked person- 
ally if he was in favor of it. With 
two exceptions all assented. 


It was voted that a letter of con- 
dolence be sent to the past presi- 
dent, Charles E. Wilson, who that 
week had lost his wife through 
death. 

To Hold a Picnic 


The annual picnic was discussed 
and it was decided to hold one at 
some good park, such as Walnut 
Gardens. The matter of having the 
I. S. T. A. ball team go to Cincin- 
nati and play the team there was 
also discussed. George Senhauser 
was instructed to select a date in 
the latter part of July or the first 
of August, on a Sunday, to hold 
the picnic. He was also instructed 
to get in touch with Assistant Sec- 
retary Mrs. Ella Ogle and have a 
notice sent to all members two 
weeks prior to the date selected; 
also to name four assistants to help 
in arranging for transportation, ad- 
vertising, refreshments, etc. 

Mr. Steelmack, a new member, 
was called upon for a talk. He said 
that he was well pleased and well 
paid for the time and money spent 
with the organization and that it 
gave him real pleasure to meet all 
the boys. 

Mr. Shepherd, an old member, 
but one who is seldom in attend- 
ance at meetings because of the 
press of business, gave an inspir- 
ing talk to the boys. 

A bounteous luncheon 
off” the business meeting. 


“topped 


Peyton Is Ground Gripper’s 


Pacific Coast Manager 


Charles B. Field, vice-president 
of the Ground Gripper Shoe Com- 
pany, announces the appointment of 
H. O. Peyton as Pacific Coast man- 
ager for their company. Mr. Pey- 
ton comes to Ground Gripper direct 
from Churchill & Alden Co., whom 
he has represented on the Pacific 
Coast. Mr. Peyton has a host of 
friends on the Coast and feels very 
happy in his new connection. He 
states that he is confident that 
Ground Gripper shoes will not only 
maintain their wonderful prestige 
in this part of the country, but will 
continue to grow in a manner satis- 
factory to himself and to the Ground 
Gripper Shoe Company. 
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THE KENROSE 
Made to order. 
Any Combination. 


The recognition accorded RICKARD Feminine Foot- 
wear at the Boston Show proves again that shrewd mer- 
chants have an infallible sense which guides them to 
the product of a master manufacturer. 


Where style and quality is paramount RICKARD Fem- 
inine Footwear garners the honors paid 
only to leadership. 


The Rickard Shoe Company 


Haverhill, Massachusetts 
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‘Guy P. Moses travels the South 
for Edwin Clapp & Son, Inc. 


Guy Moses Travels Dixie 


Guy P. Moses travels Florida, 
Georgia, the two Virginias, the two 
Carolinas, Mississippi, a dash of 
Ohio, and Pennsylvania, Tennessee 
and Kentucky for Edwin Clapp & 
Son, Inc. Guy P. and “his dad,” S. 
Preston Moses, greeted visiting buy- 
ers at the Edwin Clapp & Son booth 
during the days of the Boston Shoe 
and Leather Fair. 


Motley with Field & Flint 


Lou P. Motley travels the South- 
east for Field & Flint Co. of Brock- 


ton, Mass. “Lou” has been one of 
“the knights of the grip” for. the 
past twenty years. He showed his 
line, including as he explained “The 
Foot Joy—the shoe that is differ- 
ent,” at the big Boston Show of July 
6-8. One of the visiting buyers told 
a RECORDER representative that if 
anyone had any trouble in visualiz- 
ing Lou when reading this item to 
remind them that he was sometimes 
called “Garibaldi.” Lou says that 
he is not a bit sensitive about the 
inference which may be drawn from 
the last two syllables of this nick- 
name. 


Harry Kisker a Broadcaster 


Harry Kisker, a member of the 
Chicago Shoe Travelers’ Associa- 
tion, has been broadcasting of late. 
He has given two talks on “The 
Importance of Footwear in the Cos- 
tume Ensemble—New Styles in 
Shoes to be Quickly Obtainable,” 
on the theory that the girls are now 
buying a pair of shoes a month, in- 
stead of two pairs a year, as in the 
old days. 


S. J. (Jimmie) Gorman 
on Trip 


S. J. (“Jimmie”) Gorman had 
planned to attend the Rice & Hutch- 
ins, Inc., outing at Pemberton, 
Mass., and was anticipating the 
good time that he would’ have 
there when all of a sudden came 
the order to “Forward, March!” 
And so S. J. (“Jimmie”) Gorman, 
Educator Demonstrator, left Bos- 
ton on Saturday, July 17, for a 
three weeks’ trip to Cleveland, Co- 
lumbus and Cincinnati and a few 
other “strategic” points. 


Joseph L. Gessing, who covers 

Texas, Oklahoma and Arkansas 

for the P. Sullivan Co., Cincin- 
nati 








President Evans Offers 


$100 Membership Prize 


Charles W. Evans, president 
of the N. S. T. A., offers a $100 
prize to the local making the 
greatest gain in membership 
for 1926. - The Chicago Shoe 
Travelers’ Association is “out” 
in force to win the prize. 
However, every association has 
the same opportunity to “run 
the race” and get the $100. 

















Miller Showed Line at 
Boston 


Charles H. Miller of Springfield, 
Mass., representing The Irving 
Drew Co. of Portsmouth, Ohio, 
manufacturers of The Arch Rest 
Shoe, showed this line at the Hotel 
Essex, Boston, during the days of 
the Boston July. 
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Newhall Travels for 
Creighton 


One of the shoe travelers who lent 
a hand to the efficient corps of work- 
ers at the Registration Booth of the 
Boston Shoe and Leather Fair, July 
6-8, was Frank B. Newhall, who 
covers Maine, New Hampshire and 
Vermont for A. M. Creighton. 


Phil English with Selden 


Phil English, formerly with the 
Robinson Shoe Co. of Georgetown, 
Mass., is now with the Selden Shoe 
Co. of Haverhill, Mass., and will 
cover the big cities of the country 
selling the large jobbing trade. He 
will start on a Pacific Coast trip 
early in August. 


Sol Gardner Visits Boston 


Sol Gardner travels New York 
State, western Pennsylvania and 
parts of West Virginia for the 
Chas. A. Eaton Co. He formerly, 
for many years, covered the South. 
His first-named territory has only 
been traveled by him the past sea- 
son. His headquarters are in the 
Graham Building, New York City. 
Sol was one of the many members 
of the trade who paid a visit to the 
RECORDER booth during the days of 
the Boston Shoe and Leather Fair. 
He stated that he is an “old-timer” 
in the shoe game, and also that he 
is a member of the Southern Shoe 
Travelers. He has a host of friends 
not only in Dixie but the country 
over. 


Sol Gardner travels New York 

State, Western Pennsylvania and 

parts of West Virginia for the 
Charles A. Eaton Co. 
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Keds 


REG. U.S. PAT. OFF. 


for Basket Ball and Gymnasium 


Worn and recommended by leading 
coaches and teams everywhere, Keds 
today compose the greatest line of 
basket ball and gymnasium shoes. 
There is an appealing type for every 
indoor athletic demand. Now is the 
time to order Keds for the fall and be 
ready for profits when the new season 
begins. 


CREPE SOLE United States Rubber Company 
METEOR 
Feather weight shoe, vul- 
canized crepe sole, grips 
on any playing surface. 


METEOR 
Favored by leading 
players—non-slipping out- 
sole—slim shank insures 
good fit and arch support. 


COMET 


Famous basket ball shoe—withstands 
most gruelling tests—many other 
sure selling features. 
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Canvas Footwear Well Displayed 
Sells More Pairs 


By D. F. Hoskins, Boston Branch Sales Manager of Hood Rubber Prod- 


and still more tremendous po- 

tential, market for canvas foot- 
wear in every section of the United 
States. Every retail merchant who 
properly displays canvas footwear 
can capitalize upon this market. 
Canvas footwear fills every well de- 
fined need, not only for general wear 
during the warm months, but also 
for specialized wear in sports, both 
indoors and outdoors. This type of 
merchandise has been developed to 
the point where canvas shoes are 
specially designed for specific uses, 
and one of the leading rubber com- 
panies is now advertising to the 
consumer that there is a specially 
designed canvas shoe for special oc- 
casions. 


Tes is a trementious actual, 


HE secret of success with many 

retail shoe stores has been found 
in the actual open display of mer- 
chandise, and this is particularly 
true in regard to such a specialty as 
canvas footwear. Such merchandise, 
well displayed, is more than half 
sold. If undisplayed, it does not get 
the chance to develop profits for the 
merchant that it should. It pays to 
let customers see as many of the new 
styles and specialties as space in the 
store will afford. 


ANVAS footwear is a specialty, 

and all specialties must be dis- 
played if proper sales are to be made 
on them. It is not enough to dis- 
play two or three pairs of canvas 
footwear in a shoe store window in 
order to get best results. It has 
been found to be good practice to 
specialize by creating special win- 
dow displays on this merchandise 
during the selling season. The ac- 
companying photograph is an excel- 
lent illustration of what a progres- 
sive merchant can do along these 
lines when he utilizes the material 
furnished him by a progressive 
manufacturer. 


HE trend of retail merchandis- 
ing in all lines of business has 
shown a marked tendency in the last 
few years toward proper store and 


ucts Co., Inc. 


window display. Merchandise sells on 
appearance, and unless goods are 
properly displayed the consumer 
does not have adequate opportunity 


ARLY in Juge of this year the 
Hood Rubber Products Co., 
Inc., instituted Hood National Can- 
vas Week, in connection with which 


This is the way .The Lothrops-Farnham Company, with shoe stores 
in Dover and Rochester, N. H., showed canvas footwear in connection 
with the national advertising campaign of the Hood Rubber Products 
Company, Inc., one of the big features of Hood National Canvas 
Week. As a result, it is claimed, these stores enjoyed a remarkable 


stimulus in their sales of this merchandise. 


It is stated that these 


windows attracted considerable consumer interest and were instru- 
mental in making many new customers, for both the Dover’ and 
Rochester stores 


to get acquainted with the merchan- 
dise that the store has for sale. 
Experts on window display claim 
that the best results are obtained by 
frequent change of window displays 
and by specialization; that is, by 
featuring from time to time special 
lines of merchandise, as opposed to 
the policy of putting a little of 
everything in the window at all 
times. 

In order to attract the buying 
public, the retail store must create 
an impression, and one of the very 
best ways to create an impression is 
in the manner illustrated by the 
photograph appearing with this ar- 
ticle. 


a very pcwerful magazine advertis- 
ing campaign was developed. 


ETAIL shoe merchants stocking 
canvas footwear made by this 
company were supplied with various 
types of store advertising, signs and 
display equipment, and the mer- 
chants were encouraged to utilize 
this material in dressing up their 
windows, coincident with the na- 
tional campaign of advertising. 
From various parts of the country 
came enthusiastic reports from mer- 
chants who had cooperated in the 
campaign, that the merchandise 
properly displayed had _ increased 
their sales very appreciably. 
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SHOE STORE SERVICE SECTION 


Devoted to Findings, Fixtures and the Proper Display of Merchandise 














How Did They Get Away ? 


HEN a customer walks out 
without a purchase there’s 
something wrong. 
But what? 
If you knew, every time, less cus- 
tomers would walk out. 
So why not have the salesmen 
turn in a report on every lost sale. 
A subscriber recently asked the 


Boot AND SHOE RECORDER for a suit- 
able form for this purpose. There 
being none at hand, we suggested 
the one shown below. The object of 
it is to show at a glance what was 
wanted and what was missing. What 
have you in this line? The RECORDER 
will welcome your suggestions for 
the benefit of its other readers. 


LOST SALE 


Customer’s Name 


O Men’s 

a Pp 
(C) High shoe 
Boot 


O 
0 With Arch Support 
() Without Arch Support 


C1) Not in Stock 
() Not Satisfactory 


Similar to our Stock No 








Merchandising Calendar 


for August 
August 2-7 

Now for the sales! Pick a name. 
Work out a design for it. Some sug- 
gestions on this are displayed on page 
63. Use the same design on ad head- 
ings, window streamers, show cards, 
price tickets, etc. A tie-up of this na- 
ture enhances the memory value and 
effectiveness of each unit in the pub- 
licity program. 

Don’t overcrowd the windows. Let 
each item be seen to advantage so that 
it will appeal to desire on its merits 
as well as on price. A good way is to 
display just a few price groups—each 
group distinct from the others, with its 
price conspicuously shown. 

August 9-14 

This is a time when business needs 
a stimulant—for stores in other lines 
as well as shoes. Why not get together 
with the other merchants on your 
street and stage a carnival or fair with 
some circus features and other attrac- 
tions to draw the crowds? Have an in- 
dustrial parade in connection with it. 
If permit cannot be secured to hold it 
on the street, use a field and have a 
tent with exhibits from the stores par- 
ticipating. 

August 16-21 

Plan and prepare for a “Get-Ready- 
for-School-Week.” A suggestion for a 
window setting for this event is given 
in the article immediately following 
this, entitled, “August a Slow Month?” 
August 23-31 

Check up widths and sizes on the 
merchandise marked for clearance. If 
the extreme sizes are much in evi- 
dence, run an ad on these sizes. Prepare 
some mailing folders and some inserts 
to be mailed with statements announc- 
ing the fall lines and showing some of 
the styles. 

A window display of fall shoes will 
be in order about the end of the month. 
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¢ American Interlocking Shoe Store Chairs 








North Sho.e Bootery, Evanston, Ill. 


People seek up-to-date merchandise 


in stores which look up-to-date 


IDY, unshined shoes may still be good serviceable shoes —but they 
don’t look it. Nor does an old fashioned, unattractive store reflect prog- 


ress, smart merchandise, and good values. Like unshined shoes— unadorned 
stores hide their true worth. 


For fifteen years we have specialized in manufacturing the one factor of greatest 
importance in adding distinction to shoe stores—American Interlocking Shoe 
Store Chairs. For, beyond their utility, their greater service and longer life, is 
a beauty of line and finish that suggests careful store management, adds an air 
of prosperity to the store, invites more and better trade, and builds customer 


confidence. 


A Free Service to Improve Your Store 


Thousands of leading stores throughout the country are equipped with American 
Interlocking Shoe Store Chairs. And in these installations we have gathered 
many important facts regarding shoe store seating. Today our engineers and 
draftsmen offer you their experience free. With no obligation on your part 
they will gladly suggest an arrangement of chairs to enable you to serve more 
customers, with greater speed and convenience, and at the same time add 
greatly to the decorative effect. Write fo our Shoe Store Service Department. 
Their counsel and assistance is vours for the asking. 


Illustrating 
No. 6035 


A beautiful decora- 
tive treatment that 
will harmonize with 
any interior. A dura- 
ble chair, with deep 
curve back, mattress 
spring seat, any cover- 
ing and finish. 


—ii—- 


These great 
features 


Greater seating capacity— 
chairs interlock. 

Greater comfort for your 
customers, 

Greater durability— these 
chairs are guaranteed 
against breakage. 

Greater beauty because of 
attractive designs. 

Greater economy in cost. 
15 years of experience to 
serve and assist you. 











This Booklet— 


The Shoe Store Beautiful 
shows many attractive 
styles and arrangements. 
Write for a copy, today. 


American Seating Company 


1016 Lytton Building Chicago, Illinois 


NEW YORK: Room 601, 119 W. 40th St. 
BOSTON: Room 302, 69 Canal St. 


Branch Offices: 
PHILADELPHIA: Room 703, 1211 Chestnut St. 
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Is August a Slow Month? 


Not If You'll Have it Otherwise 


slow month for the _ shoe 
l merchant, and for that rea- 
son little is done to make it other- 
wise, when, as a matter of fact the 
August volume should be boosted 
by special effort. Conditions are 
usually such that the volume will 
naturally fall off unless there is 
something special planned to keep 
the public coming to the store. 

If the conditions that have a ten- 
dency to slow up business in August 
are analyzed the shoe merchant will 
be in a better position to meet the 
changed circumstances and to over- 
come the handicap created by them. 
The most important of these are: 

1. Public supplied with season- 
able footwear. 

2. New season so near that those 
who are not supplied are inclined 
to wait for the new styles. 

8. Many people are away on va- 
cations. 

An analysis of the first two un- 
favorable conditions that affect 
business will reveal them as a 


M siow is usually considered a 


By A. E. Edgar 


“state of mind” rather than an ac- 
tual fact. The public is never 
fully supplied with footwear, and 
the tendency to await the new sea- 
son can easily be overcome by ju- 
dicious offerings of seasonable mer- 
chandise. As for the third condi- 
tion, the number of people away 
from town is never of sufficient pro- 
portions to affect business in any 
serious manner. 


F August proves to be a slow 
month for the shoe merchant it 
will be seen that he has only himself 
to blame for it, because he can 
change conditions by merchandising 
his stock to suit these conditions. 
There are three channels of trade 
that can be made to flow into the 
shoe store during August. These 
may be roughly classified as fol- 
lows: 
1. Clearance Sale merchandising. 
2. New Fall Style merchandising. 
8. Special Events merchandising. 
August is the logical month for 
the summer clearing sales. The 


public has been given sufficient 
time in which to purchase their 
summer footwear at regular prices, 
which is not the case when the 
clearance sale is heldin July. There 
is still sufficient summer weather 
in prospect to make the purchase 
of summer footwear advisable— 
when the inducement is made 
strong enough. 

Advance fall styles are sufficient 
inducement in themselves to create 
a goodly business among the 
classes that desire always to have 
the newest modes. 

Among the special events that 
are worthy of merchandising plans 
are the following: 

1. Vacation Sales, for those who 
have to wait until August for their 
regular vacations. 

2. Sports wear for those who may 
be made to realize that there is 
plenty of good weather for sports 
ahead. 

3. Sales of school footwear, in- 
cluding the footwear for those go- 
ing to college. 
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Fig. 1—An effective 
and inexpensive win- 
dow setting for a 
sale is here sug- 
gested. The perma- 
nent back of the 
window is covered 
with a curtain. A 
large sign bearing 
the name of the sale 
is supported by 
standards ornament- 
ed by scrolls, cut 
from wallboard 
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SHOE FIXTURES 


OF QUALITY AND REPUTATION 


We can furnish you with fixtures of Wood, Glass and Wrought Metal, all strictly guaran- 


teed. 
IMMEDIATE DELIVERY! 


All Glass Fixtures and several lines of Wood Fixtures are in stock for immediate delivery. 
ANY OF THE FOLLOWING CATALOGS AWAIT YOUR ASKING 
Catalog No. 22 of wood. Catalog No. 18 of glass. Catalog W. I. of wrought metal. 


SAMPLES OF IN STOCK WINDOW VALANCES, PLUSHES AND THE 
NEW LIGHT WEIGHT SUN FAST FABRICS SENT ON REQUEST 


Visit Our Chicago and New York Show Rooms 


ali Wil iene abil The Hecht Fixture Co. 
16 West Sist St. DEPT. 12 
Between Broadway and Sth Ave. Ground Floor, Medinah Building 


233 South Wells Street, Chicago, Ill. 
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Reductions 

















on all lines 
































all 














Fig. 2—Another type of sale setting that proclaims at once the nature of the 


trim. Window back a 


tag are of wallboard. These straight lines and circles 


require no skill in marking out and cutting 


4. Hot weather comfort footwear, 
including corrective footwear. 

5. Special events, such as a Hosiery 
Sale, White Footwear Clearance, 
Play Footwear Clearance, Week- 
End Sales and similar merchandis- 
ing events that stimulate trade. 

With all of these possible ave- 
nues of revenue for the shoe store it 
is folly to sit back and say, “Au- 
gust is always a slow month, we 
don’t expect much business.” On 
the contrary, the shoe merchant 
should step to the front and de- 
clare from the housetops_ that 
“August is a good shoe month” and 
then get busy and prove it. 

Quite naturally the clearance 
sale may be considered as the lar- 
gest single event for the shoe mer- 
chant in August. A cut-price sale 
appeals to all people alike, while the 
other events mentioned will appeal 
to certain classes almost exclu- 
sively. 


HE shoe merchant should very 

carefully plan his clearance sale. 
It is a big event and one that can- 
not be lightly entered upon if sat- 
isfactory results are to be obtained 
from it. Not only should the ad- 
vertising and window displays be 
carefully considered, but the mer- 
chandise placed on sale should be 
just as carefully selected. 

The chief aim of the clearance 
sale should be to clear stock, not 
merely to create a volume of busi- 
ness, although that is altogether de- 
sirable. The secondary aim should 





be to clear the stock with as little 
loss as possible, and even to make 
a profit when possible. It is an easy 
matter to sell much merchandise at 
a loss, but not so easy to dispose of 
the lines that should be sold in or- 
der that the stock may be put in 
order. 

The lines to be cleared should 
be segregated from regular stock. 
They should be priced to sell, not 
reduced by any arbitrary percen- 
tage. Some of this sale stock may 
have to be cut in half, while other 
lots may be reduced as little as 10 
or 15 per cent. The shoe merchant 
should forget actual cost prices 
when pricing the sale goods and 
consider only their. selling value. 
The expense of advertising and 
the attendant costs of a sale are 
high enough without making them 
higher by reducing the chances of 
cleaning up the stocks as desired. 

Many merchants make a reduc- 
tion on all lines during clearance 
sale periods. By doing this they 
reduce the chances of selling the 
lines that ought to be cleared and 
add to the expense of the sale as 
well. If, on the other hand, the 
regular stock is withheld from sales 
and a portion of the loss that 
would be taken by including it is 
taken on the lines to be cleared, 
the merchant will find his stock in 
far better condition at the conclu- 
sion of the sale than otherwise, and 
his net loss will be smaller. 

The clearance sale windows 
should not be ugly and “junky.” 
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They should be more artistic than 
is usually the case. While it is true 
that they may be filled with mer- 
chandise because price is the chief 
incentive for the sale, it is folly to 
crowd the merchandise in such a 
way as to lessen its apparent value 
in the eyes of the prospective cus- 
tomer. 


N Fig. 1 we present a setting for 
a sale window that will produce a 
favorable impression on the pub- 
lic. The standards with the scroll 
ornamentation may be plainer or 


. More fancy as suits the ability of 


the display manager to produce. 
It may easily be cut out of wall 
board and painted a bright color to 
attract attention. The sign hang- 
ing from the cross-piece may also 
be made of wall board, or of card- 
board inserted in a frame. The back 
of the window is covered with a 
curtain. The step arrangement of 
the platforms makes it possible to 
display much more merchandise 
than if tables, plateaus and the 
regular fixtures are used. 

The suggestion illustrated in Fig. 
2 is also attractive. Here the chief 
decoration is the tag, which in it- 
self is symbolic of a sale. The tag 
may be made of cardboard or wall 
board and painted by the showcard 
writer. The sign across the back 
of the window, “Reductions on all 
lines,” is merely typical. Other 
wording may be used if desired. 
The aim of both these windows is 
to inform the public that a sale 


Shoe Clearance 
2 0% 


(Bs AUGUST 
CLEAN-UP SALE 


Semi- Annual 


SEMI-ANNUAL 


Footwear 


CLEARANCE 





Fig. 3—“What shall we call the 

sale?” Here are a few sugges- 

tions for names; also for panel 

outlines for window signs and ad 
plates 
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A Place in the Sun 
For Your Store 


Stores Everywhere you look on a busy 
street—yet there is always one that is 
outstanding. Each has its hundreds of 
items of merchandise on the shelves— 
all are competing for the same group 
of buyers. 


Have you ever noticed how the one 
outstanding store gets the business? 
Good displays with Adler-Jones Dec- 
orations play an important part in 
getting it. 

Your store with good displays of mer- 
chandise, placed in an attractive dec- 
orative setting, can do the same, or if 
you have the store, Adler-Jones Dec- 
oratives will help maintain your ‘“Posi- 
tion in the Sun.” 


The new Fall Issue of 


“The Guide to Better 
Window Displays” 


illustrates in full colors what we have to offer in 
business getting decoratives. 


You may have a free copy. 


The Adler-Jones Co. 
645 So. Wells St. 
CHICAGO 
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LIGHT of QUALITY in the 

Show Window is equally as im- 

portant as merchandise of qual- 

ity in the store. Both are great 

factors in attracting customers and 
making sales. 


That is why Show Windows lighted with 
Sterling STIPPLE Reflectors provide the 
display with many worth-while advantages 
that are sure to react profitably because of 
the better lighting facilities employed. 


If you want your Window Displays to be 
distinctively different, pleasingly attractive, 
and exceptionally effective, light them with 
Sterling STIPPLE Reflectors, the light 

of QUALITY. 


Complete information mailed on request 


Reflector & Illuminating Co. 
Representatives in all Principal Cities 
1413 West Jackson Blvd. 

CHICAGO, ILL. 
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— various types. Fig. 4 is the more 
CLEARANCE usual type used, being a mere price- 
ticket with a brief description. Fig. 

Latest =i os 5 is adapted from a type used suc- 
Summer i cessfully in advertising an altera- 
St les : tion sale. The spot of color on the 
UY card makes it very powerful as an 

; a attention getter. The layout is at- 

'raae Quality tractive and adds to the appearance 
of the merchandise rather than 


9 Latest Slyles helps to detract from it. Where 
. 














= many of these cards are used the 
Values merchant may find it worth while 
Clearance to have cuts made and the cards 
printed, the lettering being filled 
in by hand. Fig. 6 is illustrated 
with a summer scene to give more 
emphasis to the summer idea. 

Fig. 4—A popular Fig. 5—This show Fig. 6—A summer The idea presented in Fig. 7 for 
show card for bargain card is_ decorative. scene helps to empha- a school window is easily installed. 


lots. It gets the story The spot of color is_ size the summer foot- : 7 : 
across quickly an eye catcher wear The sign painter may paint the ban- 











Prices 





Broken Sizes 


























is in progress. The mere showing 
of plenty of merchandise in the 
window with price-tickets should 
do this, but many will pass by such 

J 














a display without giving it a second 
glance, whereas, when the signs 
indicate a sale the attention is at- 


| ao | 
tracted to the merchandise. Get-Rrady- fov- Scheol 


Name Signs for Sales 


A variety of types of signs that 
may be used in many ways in ad- 
vertising the sale are illustrated in 
Fig. 3. These may be used in the 
windows and interior of the store, 
and the interior sign is as essential 
as the window sign. Any of these 
may be run across the top of the 
window against the glass. When 
this is done people across the 
street, as well as those actually 
passing the door of the store, will 
learn that a sale is in progress. 

The showcards reproduced are of 
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Fig. 7—This setting for school shoes 

gets attention. It is exceedingly easy 

to prepare and light on expense. The 

banner across the back is paper. The 

slate is of wood, covered with black 

felt and edged with white or colored 
cheesecloth 
































ner to stretch across the back of 
the window which indicates the na- 
ture of the event. The slate is 
easily made by the window display 
man. A frame of wood about three 
feet in length should first be made. 
Then red and black felt or rolled 
cheesecloth should be bound to the 
outer edge as on the frame of a 
slate. A sheet of gray or black 

[CONTINUED ON PAGE 88 | 

















Fig. 8—For an advance showing of fall 

styles. With or without the special 

panel back shown, a curtain is draped 

over a pole and finished off with val- 

ance, cords and tassels. Vases of foli- 
age are placed at the sides 
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—decreed by fashion authorities as 
the essential requisite to madame’s 
Autumn footwear. 


® ® ® ® ® 


Jefferson Import Co., Inc. 


presents a pretentious and varied 
collection of imported cut steel, rhine- 
stone and novelty effects. 


RHINESTONE HEELS 
FRENCH MULES 
NOVELTIES 


Address: 
Marbridge Building 
34th St. and Broadway, New York City 


Loe & 
“Every Type of Display Fixture Known” 


F-RA-N-K-E-L F-1-X-T-U-R-E-S 


“EVERLASTING” 
BRONZE 


PERIOD FOR 1926 
WOOD CATALOG 


WROUGHT NO. B40 





LET US TELL YOU 
HOW SOME MERCHANTS HAVE 


INCREASED BUSINESS 


WITH THE 


Adrian X- a) Fitter 


A prominent 
Texas mer- 
chant writes— 


“J wouldn’t 
take 
$10,000.00 
for my Adrian 
X-Ray Foot 
Fitter if I 
couldn’t get 
another.” 


30 


Machines now 
operating in 
Chicago 
Ask the merchant who owns one! 
IT’S EASY TO OWN—EASY TO OPERATE 


Write Today for Details 


The Adrian Corporation 


Room 610, 210 Sycamore Street 
Milwaukee, Wis. 




















<b Great Britain x 





The Shoe Trade Journal 


is the oldest established Shoe 
and Leather Trades Paper in 
Great Britain. 


Established 1869 


Our Advertising Tariff will be 
supplied by the Boot and Shoe 
Recorder, Boston, Mass., upon 
application. 


THE SHOE TRADES JOURNAL 
Leicester : England 





When writing to advertisers please mention Boot ann SHOE RecorveER 





July 31, 1926 








July 31, 1926 


BOOT AND SHOE RECORDER 


Using Dealer Helps and Making 
Them Your Own 


A Kindergarten Shoe Window at the Store of Leo J. Detloss, 1845 W. 35th, Chicago 


HE number of articles handled 
by the corner druggist runs up 
into the thousands. Notwith- 
standing this, the druggist fre- 
quently devotes an entire window 
to just one item. 

Why? 

To tie up 
with the manu- 
facturer’s ‘ad- 
vertising. Expe- 
rience has 
taught him that 
it pays. 

Shoe mer- 
chants. also 
have profitably 
applied this 
same merchan- 
dising princi- 
ple. Here are 
two examples 
of effective dis- 
plays designed 
for this pur- 
pose: 

Some striking 
ads on Kinder- 
garten Shoes 


were recently run in a Chicago 
newspaper. Leo J. Detloss decided 
to make these ads his own. Notice 
how he went about it. 

In his window display he made 
use of a quantity of the new kinder- 


An Arch Preserver trim at the Logan-Hayes Bootery, Coffeyville, Kan. 


garten boxes, which are of bright 
green with the trade mark in a Per- 
sian orange oval, the entire box be- 
ing brightly varnished. In the fore- 
ground are two metal dealer’s signs, 
a cardboard display stand and some 
advertising fol- 
ders, all of 
which are fur- 
nished by the 
manufacturers. 

This Arch 
Preserver dis- 
play of the Lo- 
gan-Hayes Boot- 
ery, Coffeyville, 
Kan., is a splen- 
did example of 
artistic concep- 
tion as well as 
of clever tie-up 
with manufac- 
turers’ advertis- 
ing. The back- 
ground of the 
window is nat- 
ural birch with 
zinc gray tint- 
ing. 
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We Want to Hear from Ohio 








The Following Cities Are Open for Exclusive Use of the Recorder Show Card 
Service. Is Your City Here? 


Akron E. Liverpool Marietta Sidney 
Alliance E. Palestine Marion Springfield 
Ashland E. Youngstown Martins Fer. St. Bernard 
Ashtabula Elyria Massillon 7 

thens Fi Middletown Tiffin 
indlay Mt. Vernon Toledo 


Barberton Fostoria Troy 


Barnesville Freemont . 

Bellaire Galion N° Philadelphia Uhrichsville 
Bowling Green Gallipolis N. Straitsville Urbana 
Bryan Girard Niles w 
Bucyrus Greenville Norwalk Van Wert 
Cambridge Ironton Norwood Wapakoneta 


Canton ‘ arren 
Chillicothe Kenmore Painesville Wellston 
Columbus Kent Piqua Wellsville 
Conneaut Kenton Portsmouth Wilmington 
Cuy’oga Falls Lancaster Wooster 
Lima Ravenna Xeni 
Delphos Loana Sal aan 
elphos : alem 
Dennison Lorein Sandusky Youngutews 
Dover Mansfield Shelby Zanesville 


SEND ME IN TODAY WHAT THE SERVICE IS 


FOR LARGER WINDOWS 


$300 PER MONTH $ 400 





ae 


Recorder Show Card Se Beautiful Hand Designed Biank 
Room 607, 189 West freee 8t., 4 | ody 7 wf net y Ficanes Qartinae’ 12e spend Potenes 100°: Pteak 
Chicago, i Frames Monthly Tickets 
Please enter our order for the RECORDER and the 4 the 

an 


- cig a Milage Recorder Monthly Merchandising Bulletin 
Recerder Monthly Merchandising Bulletin 


from this date. We agree to pay you 
$3.00 per month for this service. . $30.00 Per Year if Paid in Advance 
$45.60 if Paid in Advance 


We carry Men’s, Women’s and Children’s 
Shoes and Hosiery. 
(Cross out lines not carried). 


We prefer the (Grey) (Bronze) Mat ORDER NOW! 


board frames. 
Letter our name on the mats as per 


is eee The Recorder Show Card Service 
Room 607, 189 W. Madison St. 

CHICAGO ILLINOIS 

a =—@ Just Mail the Coupon 
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Working principle 
of the “Eagle Grip” 
buckle 


_ Open cover 
and slip laces 
in slot. 


Gather 
laces and 
insert 
under 


cover 


Close 
cover 
To open— 
Reverse 
action 


Pat. Dee. 19, 1922, other patents 
pending 




















A Brand New Idea in 


Buckles That Is Both 





“Eagle-Grip” is designed espe- 
cially for ladies’ oxfords. It 
grips the laces securely without 
tying and conceals the entire 
lacing beneath the ornament. 
Also holds the shoe tongue in 
place. Obtainable in colors and 
finishes to harmonize with the 
latest styles. 


Write for descriptive folders 
and samples. 


Beautiful and Practical 


Distributed by Findings Jobbers 
MADE BY 


AMBECOR CORPORATION 


321 BROADWAY, NEW YORK CITY 



















































































































Your 
Cash Register 


Tells the Story 


An accurate record of the items 
displayed in your Kawneer show 
window will be found on your cash 
register tape. Hundreds of retailers 
have had this fact demonstrated to 
them repeatedly. They are now 
using their Kawneer windows not 
only to build up sales generally, but 
to increase turnover in lines which 
have been slow sellers. 


You will find more than 300,000 
Kawneer Solid Copper Store Fronts 
on the busiest streets of the nation. 
Just ask the man behind one what 
he thinks of the permanent and 



























In the Kawneer Book of Designs you will find types of store 
fronts which are paying big dividends to retailers in every 
line of business. This book will aid you in selecting a style 
of Kawneer Front suitable for your store. Send the coupon, 
attached to your letterhead, for your copy. No obligation 
is involved. Do it now! 


Kawnee 


SOLID COPPER 


STORE FRONTS 


tisers please 





When writing to adver 





profitable service he obtains from 
his Kawneer show windows. These 
users will tell you that Kawneer 
Solid Copper Store Front material 
STAYS and PAYS. 





Kawneer 


5813 Front Street Niles, Michigan 


GENTLEMEN: — Please send me without obli- 
gation a copy of the Kawneer Book of Designs. 
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AOCHESTER 


Style Shoes SHOES of the Minute 


IN STOCK 


29 of the Smartest Modes in Ties, “Speed” 
Straps and Pumps. WIRE if mail 
is too slow! 
i ; G, > Ps \ 


at 4s B568—White Kid. a - 
é are B570—Patent 
B544—Black Satin...$4.50 <i oA | > SN BS7 Patent 


CS “Gull” 
Goodyear Welt, Covered 
B536—Trory "Motte ‘ B512—Titiae Calf ...85.00 
BBR0wiite ar st 4.50 “ es 
\ Althea” 


B579—wWhite Calf ...$4. . 3 ae B580—White Calf ...$4. 
: B584—Patent Colt ... 4. 

winteetiicaiias ~~ La B548—Black Satin... 4. 
“i. <— B592—Titian Calf... 4. 


Goodyear — Covered 
ee! 
B565—wWhite Calf....85.00 


BS30—Patent  -- Sa WANS eS B423_—Biack Satin |. 
~ N (ee. . ack Satin ... 
B520—Parchment Calf 4.75 ‘ 4, WSS i SS mt ee ~ 


“Clare” 
Goodyear Welt 
B526—Blond Suede 
Snake, Sauterne 15-8 Cuban VUovered Heel 
Snake Trim 85. B616—Patent $4.5 
SIZES AND WIDTHS 
AA. .4%-8 A...4-8 B..3%-8 C...3-8 


The MENIHAN COMPANY s+ 


- 84.75 B573—Black Sati 
SHOEMAKERS FOR WOMEN BG18—Black iin: 3 


Rochester, N. Y., U. S. A. 


New York Office: 612 Marbridge Bldg. Oakland, Cal., Office: 424 Beiview Ave. 
B. W. MOYLAN H. 8S. KUSHINS 
Chicago Office: Majestic Hotel Los Angeles Office: 107 East Sth St. 
F. J. SATEK E. M. HOLLANDER 


Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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Hot Weather Big Factor in 
Retail Trade 


Helps Sales at Some Points, but Retards at Others 


initial displays. 











| NEW YORK 
Hot Weather Retards Sales 


AST week was auspicious in re- 
tail circles chiefly for the lack of 
customers who were kept at home by 
the extremely hot weather. Several 
shoe sales continued, but the patron- 
age slumped materially. However, 
with cooler weather this week, the 
sales are making up for lost time. 

While there is no tendency to rush 
the fall season, new fall models are 
being introduced by many of the re- 
tailers. Black predominates in the 
fall color scheme, with brown run- 
ning second. Patent leather is the 
chief material with ooze getting a 
good call and satin and kid running 
stronger than is usual in the fall. 

The new fall shoes are mainly of 
the oxford type, early concentration 
on these being made for the reason 
that the new type oxford is about the 
biggest change that the trade has to 
offer a public whose style appetite is 
a bit jaded. The cut out and closed 
up types of oxfords both have strong 
proponents and both seem to be sell- 
ing equally well. 

Retailers here seem agreed that 
the fall season will be one of lower 
heels. Spike and some of the high 
semi-Louis heels are being shown, 
but the bulk of fall orders have been 
placed on more conservative types of 
heels, such as the Cuban in 13 to 
16/8 heights. 

Next to oxfords step-in models, 
chiefly small tongued Colonials are 
given consideration by merchants 
and public alike. Already strip 





directly opposite effects on trade at various points. 

‘the torrid temperature kept shoppers from the stores. 

ing to reports, summer clearance sales, and especially reduced price offerings of 
white shoes enjoyed stimulated patronage. 
not a particularly busy one in the country’s shoe stores. 
of the retail fall offerings are being made. 


| 1 rectly opp hot weather over a great portion of the country last week had 


pumps with buckles are selling ex- 
tremely well. This, with the vogue 
for Colonials is taken to indicate a 
big season on ornaments. 


| BOSTON | 


Sales Proceed As City Swelters 


ESPITE the torrid. weather 

which visited this city during 
the past week, business proceeded 
about as usual, with sales stimu- 
lating trade. On Thursday, with the 
thermometer registering 101 de- 
grees—and plus, many of the stores 
closed at three o’clock, but others 
kept open to catch possible cus- 
tomers. On the day before, with 
slightly lower temperatures, but 
still a record-breaking heat, the 
great majority of stores were so 
busy with sales that they thought 





14 Feet To The Pair 


Patterns of Wellington 
boots, recently figured in 
Lynn, require 260 feet of 
leather to the 36 pair case. 
This reckons out 7.22 feet of 
upper leather per pair. Add 
to this seven feet of leather 
for lining stock, and the result 
is 14 feet of leather per pair. 
Some simple styles in low cuts 
have required but 1.16 feet 
per pair. Evidently, boots will 
cost much more to make than 
low cuts. 


On the whole, however, last week was 
Here and there the first 
Oxfords show up strongly in these 
Other points of common interest are the preponderance of black 
‘ as a material, and lower heels than have prevailed in the spring and summer. 


In the East, generally, 
In the West, accord- 








it better to remain open until the 
five o’clock closing time. 

The maximum temperature of the 
three days of tropical weather was 
reached on July 22, with a maxi- 
mum temperature of 103. The 
weather bureau reported that it was 
the hottest July 22 that Boston has 
had since it started to record tem- 
peratures, some 55 years ago. While 
busines was extremely good the first 
three days of the week, trade slowed 
up perceptibly on July 22. The pave- 
ments were almost scorching hot and 
the streets seemed lined with furn- 
aces. Shoe factories, stores, and 
offices closed as early as 2 o’clock— 
and all by 4 p. m. 

A pile of old rubber on the 
grounds of the Hood Rubber Com- 
pany’s plant in Watertown, Mass., 
(Greater Boston), was ignited by 
spontaneous combustion from about 
40 ft. beneath the surface of the pile, 
and proved a difficult problem for 
the fire fighters. According to one 
of the fire chiefs it was reported 
that this fire might last a week. 

One of the up-to-date men’s shoe 
departments of a high grade men’s 
clothing store reports a 50 per cent 
increase as a result of the July sales. 
Shoes regularly sold at $6 to $10 
were reduced to $4.85, $5.95 and 
$6.95. 

In women’s lines, one store man- 
ager said that it did not seem to 
make any difference whether the 
weather was hot or not. If a reli- 
able shoe store reduced its mer- 
chandise, the public “flocked in” to 
take advantage of the bargains des- 
pite the fact that the weather was 
most uncomfortable. Black suedes 
are selling in one-straps and in 
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TELEPHONE CALEDONIA 7600 





CABLE ADDRESS: LANDIS 





















SAN FRANCISCO,CAL- 
sTReeT 
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Darbrook Shoe Satin Dept. 


July 21, 1926- 





To Shoe Manufacturers, 
Hyerywhere- 


Gentlemen: 


If you attended tue Boston Style Show you 
must have peen ampresse4, as we were; that Black Satin 
Footwear ig coming {nto its own again. This should be 

0 1 nufacturers and retailers, 
to say nothing of the consumer © r “every wonen 
appreciates the flattery of Satin Footwear.’ 

ou have used our Darbrook Shoe gatins you 

are familiar with their peautiful appearance, ana the 


sturdy service they afford. 


If you are not yet acquainted with them, may 
we say that they are to be nad in six qualities suitable 
for every type of footwear. 


our agents in all of the shoe manufacturing 
prepared with ready stock, assuring prompt 















centers are 
service. 








May we send you samples? 








very truly yours, 





SCHWARZENBACH, HUBER & co. 


DARBROOK 


Shoe Satins and Fabrics 


Represented by 


T. F.L 
W. A. Gallup, Cincinnati, Ohio. eary, 10 High St., Boston, Mass 


Henley & i 
y & McGaghey, St. Louis, Mo. D. J. Finn, Philadelphia, Pa 


Desmond 
J.K.R death gp 
eynolds Co., Chicago, A gaa Inc., New York, N. Y. 


it 
! 
4 
a 
i 
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‘small tongue pumps, with patent 


leather trims. The high spike heel 
is a favorite, especially in those 
stores that cater to the younger ele- 
ment. The box heel is a good num- 
ber. One high grade shoe depart- 
ment states that it is now selling 
as many black suedes as patent 
leathers and that both are leaders. 
More attention is given to what the 
public want and retail salesmen 
are “listening in” very carefully 
and reporting to buyers all calls of 
the consumer. 








CHICAGO 























Clearance Sales Ebbing 


LEARANCE sales in Chicago 
have now reached the final 
stages of price lowering, and while 
business has been fair there has 
been none of the enthusiasm which 
was apparent in the first two weeks 
of July. Trade seems to have slack- 
ened considerably and prices ‘no 
longer are sufficient to attract 
trade. 

The growing demand for patent 
leather seems to overshadow the 
sales of any other leathers and the 
pump models and one-strap pat- 
terns have the “edge” so far as de- 
sign is concerned. Darker shades 
of tan in both kid and calf are 
noticeably in demand and the ac- 
ceptance of reptile leathers save as 
trimming materials has fallen off. 
Small festoons or strips of reptilian 
leathers are acceptable, but reptile 
saddles or heels or quarters are 
noticeably “out” so far as the favor 
of the buyers is concerned. 

Generally the sales have been 
very successful and much mer- 
chandise has been sold, although it 
is doubtful if a half of the stock 
sold was strictly speaking “sale” 
goods, but rather was more often 
footwear bought for the sole pur- 
pose of July sale offering with the 
bulk of the stocks on the floor still 
remaining. This situation is good 
or bad according to the individual 
merchant. Some of the stores have 
cleaned up stocks pretty favorably 
and others are still heavy with 
shoes bought earlier in the season. 

The demand for black footwear 
in the men’s lines is still noticeable. 
Blonds have fallen off to little or 
nothing at all. There was little 
“repeat” business on the blond 
shoes and the bulk of the sale was 
in the cheaper grades up to $6. 

Merchants generally look for a 
good fall business. Few of the 
stores have any amount of fall foot- 


wear in stock and many have placed 
but little of their fall orders. The 
loop stores, of course, are excepted 
from this condition since their buy- 
ing is done on an altogether differ- 
ent scale. 

Women’s business in the past 
week has been only fair. Children’s 
business, which has been very weak 
all through the season, is better 
and then men’s business somewhat 
improved. 











PHILADELPHIA 




















Retail Trade Slows Down 


XTREMELY hot weather for 
the greater portion of last 
week dampened the ardor of the 
Philadelphia shopping public, a con- 
dition which was reflected in shoe 
stores and shoe departments as well 











Here are George F. Farrar and 
Thomas Lynch, whose fiftieth and 
fifty-second years, respectively, 
of continuous service with Edwin 


Clapp & Son Inc., East Wey- 
mouth, Mass., Mr. Farrar work- 
ing in the making room, and Mr. 
Lynch in the treeing room, were 
recently celebrated by an in- 
formal party on their joint anni- 
versaries in the Edwin Clapp 
auditorium. Both these men 
worked for many years under the 
leadership of Edwin Clapp and 
have faithfully carried out in 
their respective departments his 
ideals of quality and high stand- 
ards of workmanship. William A. 
Hodges, assistant treasurer, on 
behalf of the firm, extended greet- 
ings, thanked Messrs. Farrar and 
Lynch for their many years of 
valued service, and on behalf of 
Edwin Clapp & Son, Inc., pre- 
sented each of these gentlemen 
with a purse of gold 
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as other retail establishments. Clear- 
ance sales continue, with varying 
success. Some report that the sales 
so far have been better than last 
year. A fairly large number, how- 
ever, report volume about even with 
last year. It is likely, however, that 
the amount of stock to be carried 
over into next year will be smaller 
than it was a year ago, chiefly be- 
cause the retail merchants have op- 
erated cautiously. This applies par- 
ticularly to white goods, which were 
stocked rather sparingly this year in 
the belief that the light colored kids 
would cut into the white demand. 

At present patent leather is by all 
odds the best selling material. One 
store finds that patent has been the 
leading seller since February and 
has lengthened its lead steadily 
month by month. Black satin has 
jumped in demand in the last month 
and is now being given earnest con- 
sideration as a fall seller. 

Calf and kid in the blond shades 
are by no- means dead in Philadel- 
phia. Shoes of these materials and 
colors are still marching out of the 
stores in good quantities and at only 
slight price reductions. 

One interesting thing is that most 
Philadelphia retailers are agreed 
that tan calf will be a big seller this 
fall. This is predicated on the pre- 
dicted vogue of navy blue as a cos- 
tume color, principally, and also on 
the fact that Philadelphia merchants 
have always sold a good quantity of 
tan footwear every fall. Tan kid 
also is being given consideration as 
a fall material in this city. 








ST. LOUIS 








Some Slackening Reported 


HE retail shoe business during 
the week ending July 24 dis- 
played a slackening tendency over 
the early part of July when sales 
added impetus to the volume of 
daily business. This activity has 
subsided and it requires the keen- 
est merchandising to keep apace 
with figures of last year during 
the same period. This past week 
in most stores remains on an even 
keel as against the volume of last 
year during the same period. For 
July, up to the present, the busi- 
ness is spotted. Some stores re- 
port decreases, others announce 
slight increases. Indications are 
that July will equal the figures of 
last year, with a few stores report- 
ing slightly under the volume of a 
year ago. 
White shoes, speaking generally, 
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De Luxe” 


Adorable, say 

All the girls who have tried this exquisite crea- 

tion, for formal wear with its dainty chain of 

mesh and rich materials. 

Available in gold and silver kid (the best) ; also 

Metal Brocades—or brocades suitable for tint- 
“De Luxe” ing any shade to match gown. 


“Made the Sherwood Way” 


SHERWOOD SHOE CO. 


ROCHESTER, N. Y. 


NEW YORK CITY CHICAGO PHILADELPHIA 
Mr. Schneider, 907 Marbridge Bidg. Mr. Le Pine, 1618 Republic Bldg. Mr. Schoell, 119 So. 4th St. 


OAKLAND, CAL. LOS ANGELES, CAL. 
Mr. Kushins, care Roos Bros. R. L. Wall, Lankershim Hotel 
} » 3 Ae 4 ¥] / So WP O ) \ Mj W J e \ 
EY, = 2 SH —— SF 





SALES! PROFIT! 


All await you in the new line of 


GOLO SLIPPERS 


The Largest and Most Complete Assortment in America 
Including a Wide Variety of European Importations 


Soft Sole, Camel Hair, Plain and Quilted 
Satins, Kid Turns, Leathers and Felts, 
Fancy Mules 


Main Office a | jis Branch Sales Office 
Wes 


129 —_— — R28 t Z Aig 803 Security Bldg. 
New Ork, iN. I. Y Mig $44! , 189 W. Madison St. 
NS Chicago, Til. 


New Shipments of Deauville Sandals Just Received 
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have been cleaned up in the sales 
and fewer pairs will be carried 
over than in past seasons. This 
fact was not divulged until the 
sales claimed many pairs from 
what would have been the winter 
shelves. At present white shoes 
in higher priced merchandise are 
selling sparsely. Operators say it is 
too late for women to spend $10 
to $12 or even $7 for white shoes to 
be worn only a month. This does 
not apply in cheaper merchandise, 
where a pair of $4 to $6 shoes can 
‘be bought for the short wearing 
period. Patent leather in plain 
shoes is selling better than all 
other materials. The demand for 
plain patterns in this material is 
becoming more pronounced each 
week and the public is refusing 
for the most part to buy gaudily 
reptilian-trimmed patent shoes. The 
first indication of this trend was 
reported in these columns four or 
five weeks ago and mentioned each 
succeeding week with more stress 
and force. Retail merchants are 
definite that the buying public will 
make plain patent leather shoes the 
outstanding vogue for fall. High 
priced stores report good business 
for tan, calf and kid shoes. In fact 
one smart store reports a demand 
for calf equal to that of kid. Plain 
pumps and slender one-straps con- 
tinue to lead in the pattern field. 
Black satin continues to be asked 
for, with more strength in the de- 
mand. 


| MILWAUKEE | 


Hot Weather Retards Sales 


CTIVITY in Milwaukee stores 
suffered a marked let-up dur- 
ing the hot spell which settled on 
Milwaukee as well as other parts of 
the country. Although business 
opened up at a good rate on the 
first day of the week, sales gradu- 
ally dropped off as the high tem- 
peratures of 90 degrees and above 
continued well into the week. Some 
stores had noticed a smaller de- 
mand for clearance shoes during 
the preceding week, but others re- 
ported that they did an unusually 
good business prior to the hot spell. 
As all dealers are concentrating 
on clearance merchandise, there is 
little of style interest in immediate 
business. However, new merchan- 
dise is gradually arriving, so that 
the style trend for early fall will 
soon be definitely marked out by 
the various stores. For early sell- 
ing there is a general belief that 


reptiles and reptile trimmings on 
patents and dark tan kids will be 
popular. However, plainer types 
are sponsored for later fall selling 
by a number of buyers. Plain pat- 
ents, with black satins in second 
place, are expected to be the lead- 
ers in fall trade by one buyer, but 
darker shades of tan are also men- 
tioned favorably. 

Buying in men’s shoes has also 
dropped off with hot weather. Tnere 
has been some activity in summer 
merchandise, such as Keds, tennis 
shoes, sports oxfords and bathing 
shoes. Hosiery continues active. 





Sherron ShoeCo. 


Where They Fit Shoes Right 











Johnny Seiler, whose title is 
champion long distance runner, 
recently furnished some good 
shoe advertising by sprinting 
from Tupelo to Memphis, Tenr., 
in a pair of Stacy Adams shoes 
fitted by T. W. Sherron of the 
Sherron Shoe Co. of Memphis. 
Mr. Sherron promptly made ex- 
cellent capital out of it in his 
newspaper advertising and in let- 
ters to his trade. The distance 
covered in the run was 117 miles 
and the time about 18 hours 


| ROCHESTER | 


Sales Still On 


ALES have held the center of 
S the stage in Rochester since the 
fourth of July and during the past 
week local shoe merchants have 
featured further reductions in an 
effort to clean up stocks to make 
room for early fall merchandise. 

Dollar Day, the semi-annual final 
sales event, was celebrated on Tues- 
day, July 27, and local shoe men 
report a big response to Dollar Day 
offerings. For several years past, 














Dollar Day, which is run under the 
auspices of the Retail Merchants’ 
Council of the Chamber of Com- 
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merce, is featured as the final sales 
event of the season and local mer- 
chants are urged to use it as a final 
clean-up day, and in most cases 
sales are discontinued following 
Dollar Day and new merchandise 
is the order of the day. 

Advance information on _ fall 
styles points to the continued popu- 
larity of patent leather. Satins and 
suedes are expected to be good for 
early fall, as are tan leathers, es- 
pecially Russia calf. 








ATLANTA 








Footwear Trade Active 


N spite of the exceptionally hot 

weather of late, Atlanta dealers 
report an active call for women’s 
footwear, business as a whole still 
running considerably better than 
last year, though there have re- 
cently been quite a few special 
sales held in the different Atlanta 
stores. At the present rate the av- 
erage increase in women’s footwear 
sales during July, 1926, over July, 
1925, will be approximately 12 to 15 
per cent, keeping pace with the ex- 
cellent spring season when trade 
was about 20 per cent better than 
last year. Many of the buyers re- 
cently visited the Boston and New 
York markets, and state they look 
for fall business to also prove bet- 
ter than usual in the Atlanta stores 
this season. 

Two-tone effects are good sellers 
in Atlanta right now, with various 
colors also fair. Straps are quite 
active, and pumps are selling to 
some extent, but tie effects are not 
as active as they were. Trimmings 
continue among the leading sellers, 
with various combinations of white 
and some other color running the 
best, principally snake, lizard and 
shark trimmings. All over whites 
also continue active though the sea- 
son is now fairly well advanced. 
As had been previously predicted 
by a majority of the dealers in At- 
lanta, the white goods season this 
year proved to be one of the big- 
gest the trade had ever enjoyed, 
and traveling salesmen covering 
the Southeast state that a record 
white season also was enjoyed by 
retailers elsewhere in this section, 
and that they are very confident 
over the outlook for fall. Satins 
have fallen off quite a bit in At- 
lanta and are now very slow. 

In men’s footwear there is a good 
call for sports, tan combinations 
the best, with very few black com- 
binations selling. 
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Important Notice 
to the Trade 


_—_ 


Federal Circuit Court of Appeals 
Hands Down a Decision of 


Widespread Interest. 
, ——— 


to the shoe industry has just been 
rendered in a case that has at- 
tracted considerable attention heretofore. 


Some two years ago the Krentler Arnold 
Hinge Last Company sued the George E. 
Belcher Company claiming that the latter 
company was infringing two of its patents. 
The Belcher Company in its answer denied 
this, but asserted in reply that the Krentler 
Arnold Hinge Last Company had begun 
and was about to further infringe on a 
patent last made by the Belcher Company. 


The United States District Court decided 
in favor of the Belcher Company on all 
matters involved and the Krentler Arnold 
Hinge Last Company took its appeal to the 
Court of Appeals. The appeal has just 
been decided, again wholly in favor of the 
Belcher Company. 


The Krentler patent No. 842,319, which 
expired during the proceedings in the Dis- 
trict Court, was found not to be infringed. 
The Carl patent No. 969,244, was held to 
be invalid. The Peterson patent No. 1,195,- 
266, owned by the Belcher Company, was 
found to be a good and valid patent and to 
be infringed by the Krentler Company by 
its structure which we understand is known 
in the trade as their spring and link hinge 
last. 


Many of the trade are familiar with the 
Belcher U-shaped link which is a- charac- 
teristic feature of Belcher lasts. 

This Belcher U-shaped link is recognized 
as an invaluable invention, and most 
desirable from every point of view. It 


holds the last rigid and prevents the last 
from buckling in the process of lasting. 


George E. Belcher Co. 


Stoughton, Mass. 

















The Shoe Man’s Dictionary 


“THE SHOE AND 
LEATHER LEXICON” 


Help the New Beginner in the Shoe Business to 
acquire a working knowledge of Trade Terms, 
Definitions and Meanings of Technical Expres- 
sions. 


Here are a few definitions taken at random from 
the book: 


“Aloft’—(sole stitching) A sole stitched without 
channel on the under side, the thread showing 
on the bottom of the shoe. 


“Box Calf’—Calf leather finished with grain 
side boarded or stamped irregularly. 


“Chrome-Tanned”—Tanned with bichromate of 
potash and dilute muriatic acid. (See tanning.) 


Hundreds of trade terms made plain to the stu- 
dent just starting in to learn the shoe business. 


Many shoe stores are using this text book in 
salesmen’s training. 


Can you define these: “Cordovan,” “Deacon,” 
“Epidermis” “Foxing,” “Goodyear,” “Horsing,” 
“Tron,” “Knurl,” “Last Measurement,” ‘Mc- 
Kay,” “Nubuck,” “Ooze,” “Pancake,” “Rand,” 
“Side Leather,” “Throat,” “Union,” “Viscolize,” 
“Welt,” and many others? 


You as an experienced shoe man may be able to 
do it, but how about that ambitious youngster 
who is eager to learn quickly? 


Send for a copy of the “Lexicon.” 


If you do not believe it is the best book ever 
printed for a shoe store, get your money back. 


The Price Is Fifty Cents 
(Cash with Order) 


BOOT AND SHOE RECORDER 
PUBLISHING CO. 
207 South St. Boston, Mass. 


P.S. One western store uses sixt i a tantly. 
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Fall Shoe Production Gets Away 








to Good Start 


Initial Orders Running Heavier Than Year Ago 








HAVERHILL 





Large Operators Busy 


HE larger production units in 

the local industry continue 
busy and predict a steady run. Fall 
business is beginning to get into 
the smaller plants and each suc- 
ceeding week reveals increased ac- 
tivity. Pattern shops are very busy 
and rushing the new patterns 
through for the manufacturers. The 
new work in preparation is indi- 
cated by the activities of the Manu- 
facturers’ Association in figuring 
the prices on the new shoes. The 
experts of the association and 
unions have been pressed for sev- 
eral weeks in figuring the new 
shoes. 

The local shoe men appear more 
hopeful of the new season than of 
any other in recent years. This 
optimism generates throughout the 
industry and is demonstrated in a 
very tangible way in the form of 
business expansions, new firms, 
and improved production facilities. 
Many buyers have been entertained 
in the city following the Boston 
style show and the Haverhill market 
appears to have a greater attraction 
than in a long period. 

McKay production continues the 
feature of the local industry and 
will undoubtedly continue to lead 
as in the past few seasons. Turns 
show a decided improvement, ex- 
pected to be more marked as the 
season advances. Firms are pre- 


dicting a heavy call for $7, $8, and 
of turn 


even $10 merchandise 


HOE manufacturers continue highly optimistic. 
S with few exceptions, exceed those of last year. 
ning close to full time. 
buying, but their cumulative orders are rolling up a big volume of business. 
women’s footwear the new styles in oxfords, Colonials and strap shoes are re- 
Early orders are concentrated largely on patent leather, 
black and brown ooze, black satin and fancy materials, about in the order named. 
Patterns are trending toward simpler lines, but this means no return to the old 


line staple shoes and plenty of novelties are seen in sample lines. 


ceiving the most attention. 


—_— 


manufacture. Welts are feeling the 
spurt predicted, but welt produc- 
tion does not represent a very sub- 
stantial part of the local output. 








LYNN 














Business on Up-Grade 


Business continues on the up- 
grade here. July shipments are 
ahead of a year ago. Sales of bet- 
ter grades keep gaining. ‘Styles 
sum up thus: 

Blacks are strong. More than 
half the shoes in some shops are 
blacks. Patent leads among blacks, 
with large purchases of it reported. 

Tans are gaining in oxford mod- 
els, for street and sport wear. Sat- 
ins and velvets are selling. More 
inquiries for suedes are reported. 

Reptiles continue good for trims 
on patents and tans, and some sport 
and semi-dress models are made of 
reptiles all over. Stippled chame- 
leon, copper head, and _ spotted 








A Jumbo Shoe Horn 


Fitting clerks, familiar with 
the ordinary shoe horn, would 
be surprised to see the jumbo 
horn that Lynn shoemakers 
use when they take shoes off 
lasts, in the process of re- 
lasting. This horn is thrice 
the size of an ordinary horn, 
and it has a big handle, made 
of leather, and stout sole 
leather at that. 


Orders now on the books, 
Big producing units are run- 
Retail merchants are exercising caution in the fall 




















In 








armadillo are among new grains. 

Oxfords are gaining for fall. But 
straps, especially one-straps, lead, 
with some shops reporting that 
more than half of their sales are on 
strap styles. D’Orsay pumps of 
patent, are selling. 

Oxfords present fancy eyeletting, 
staying and lacing. Bauble trimmed 
laces are still good in some lines. 

Welts are in larger demand, but 
Lynn’s chief gain is on McKays. 
Sixty-five per cent military heels is 
the report of one firm. 

Sole leather was marked up a 
cent recently. This increase will 
be absorbed into Lynn shoes, with- 
out change in prices. 








BROOKLYN 

















Factories Operating Well 


ROOKLYN shoe factories, as a 

whole, are operating at a much 
higher pace now than they were at 
this time last year. Advance orders 
have been placed earlier and some 
factories have sufficient orders on 
their books to insure active opera- 
tions for the next month or so. Most 
of the orders placed call for delivery 
with six or eight weeks, which is 
putting somewhat of a strain upon 
the productive facilities of the fac- 
tories. 

Black is by all odds the leading 
color in Brooklyn-made footwear, 
and patent leather heads the list of 
materials. Other materials in black, 
however, are beginning to show ac- 
tivity. These include black suede, 
kid, calf and the various embossed 
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1876—“Fifty Years of Service”—1926 


Sound Insurance 
Protection 


Our policies provide sound insurance 
protection—the only kind to buy no mat- 
ter what the cost—and our company has 
a reputation for prompt payment of hon- 
est losses. 


Saving of 30% 
in Cost 


By careful inspection and selection of 
risks, efficient fire prevention service, and 
economic management, we save our pol- 
icy-holders 30% on insurance cost, which 
comes back to them in dividends. 


This is the story we have for the 
shrewd business man. If your prop- 
erty can qualify as a first-class physi- 
cal risk, let us tell you more about 
the quality and the cost of our policies. 


Csi Cseneal Manadincueers 


Insurance Company 
of Van Wert, Ohio. 





Fire and Automobile Insurance for Select Risks 
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BOUDO! 


To produce a line of boudoirs which 

would be quickly recognized as the 

greatest value, was inspiration for the 

business which I have built up. M 

boudoirs are so smart, so saleable, you’ 
need many of them. ’Carry- 
ing them in stock, as I do, 
enables me to ship as you 
order. 


A. W. GREELEY 


Manufacturer 


Haverhill Mass. ‘ 




















Send for illus- Specialists in 
= Children’s 
f Shoes for 20 
Terms §/10— 
Net 30 ans 


Stock No. 1982—Smoked WILO Flexible Welt 
Blucher. Leather Counter, Heavy Drill Lining, Full 
Chrome Soles. 2%-5 (no heel) ss 503 og -8 (spring 
heel) $1.75; 8%4-11 (rubber heel) $2.00. 
No. 1980, Tan Calf. on 1981, Patent. 
Prices as above. 


DR. KELLOGG SHOE CO., LYNN, MASS. 
587 Washington Street 
(Salesmen: Certain choice territories are open) 


Did You Ever 


STITCHDOWNS 
PLUG OXFORDS 


and 
SANDALS 


IN STOCK 


Tan with Halesole 
Bottoms 


Halescle Looks Like Leather; Wears Twice as 
Long and Will Not Mar Floors 
PLUG OXFORDS SANDALS 
5 t 8 He} peede-cocedeoeeses $0.85 
St PP Os b6-c00eeenee gases 1.00 
WU Wb sisscecsicceses 1.10 
PLUG OXFORD b att | pysesn SOLE 
$1.45 ME DSOCS SC COcceooese $1.75 
1.60 H ates wen eeeoecees 2.10 
In vi f the | i uoted for the qualities offered, 
"Monty ease let (50 pair) orders will be ncsopted. 


LAING, HARRAR CHAMBERLIN 
43 N. Third St., Philadelphia, Pa. 














GROPING IN THE DARK 


Time was when the purchase of advertising space was 
a “blind groping in the dark.” Advertisers had no 
means of checking a publisher’s statement of ceuitien 
and often these figures were unreliable. 

In six years the Audit Bureau of Circulation has 
solved this perplexing By a systematic analysis 
of distribution and this organization is able to 

ly just the data an advertiser needs. The darkness 

is dispelled and the bright light of verified facts takes 

its place. Space buyers no longer find it necessary to 
grope in the dark. 

There are no dark spots in the Boot and Shoe Recorder 
circulation. Our records are audited by the Audit 
Bureau of Circulations. 








Think of This? 


You probably have used equipment, shop-worn equipment, out-of-date 
models or products which you do not want but which some one else would 
be glad to get hold of at a price under the market. 

Classified Advertising in the BOOT AND SHOE RECORDER will 
move them quickly and economically. See Classified Section for Advertis- 


ing rates. 


When writing to advertisers please mention Boot anv SHor Recorver 
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leathers in black. Black lizard and 
alligator are being used as trimming 
leathers, and, in some cases, for the 
quarters or vamps of shoes, in com- 
bination with patent or kid. Black 
satin also is showing considerable 
activity and is expected to have a 
strong run this fall, 

Styles are pretty well scattered 
among oxfords, gore and strap mod- 
els. Rather simple one-straps have 
been big sellers with several Brook- 
lyn firms and there is an increasing 
call for plain small tongued Colo- 
nials, usually decorated with a 
buckle. Brooklyn shoe producers are 
using more buckles now than they 
have for several seasons, 

More kid than usual is being put 
into fall shoes by Brooklyn produc- 
ers. Glazed black kid is being used 
in combination with patent and 
suede and some dull kid is also being 
employed, as well as brown kid, 
which likewise goes into shoes made 
of a combination of materials. 











BROCKTON 

















Pick-Up in Medium Grades 


HERE has been a slow but 

gradual increase in production 
during the week just closed, with 
those shops turning out the better 
grades of footwear approaching av- 
erage output much slower than the 
dozen or so of factories specializing 
in the more medium grades. More 
than half of the plants making the 
cheaper shoes are running near to 
capacity, and for the first time in 
many weeks a scarcity of good cut- 
ters and stitchers is reported. It is 
no secret that the dull mid-spring 
season led many craftsmen to go 
elsewhere or into other lines of 
work, and now union agents are un- 
able to fill the demand for help as 
the different plants get away to 
their new runs. 

The flurry of warm weather has 
led for a call for quite a few sports 
in both men’s and women’s lines, 
and parcel post shipments near the 
end of last week showed quite a 
jump. Total shipments for the 
week made a slight gain, but the 
more substantial jump will come 
a week or two later when some of 
the shoes now going through the 
factory are ready for transporta- 
tion. 

The present week finds practi- 
cally every factory running in all 
departments. Tans and blacks seem 
to be running fairly even in popu- 
larity in the work now going 
through the cutting rooms, and, 








though the tendency is for a nar- 
rower toe, quite a few of the semi- 
broad styles are being featured. 
There are quite a few salesmen 
home getting a line on the new 
shoes, and some of them plan to go 
out almost immediately. Others, 
however, are putting in some time 
at the factory and getting brief 
respites, planning to get away late 
this month or early in September. 


| BOSTON | 


Factories Are Busy 


ACTORIES in and around Bos- 

ton report that they have been 
exceedingly busy all this month. 
Black shoes are being produced to 
the extent of at least 60 per cent. 
These are usually tastefully 
trimmed with a contrasting color 
—many times with a reptilian trim. 
There is a big demand for turn 
shoes, and it is claimed that they 
are now being built so that they 
“stand up” almost like a welt shoe. 
There are refined one-strap and 
center strap effects, with a goodly 





An Old Timer 





~ 
i «6 FAULTLESS FOOT FITTER. 





This is the cover of the second 
issue of “Shoe News,” which first 
came out in December, 1907. 
Richard Stix, advertising man- 
ager of the Julian & Kokenge 
Co., thinks this is one of the old- 
est house organs (if not the old- 
est) in the shoe trade. Do you 
know of one now issued that pre- 
dates it? 
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number of cut-out oxfords and 
tongue pumps. Shoes are built on 
slightly higher lines at the shanks 
and at the top, to make a contrast 
between low shoes for summer and 
low shoes for fall. 

The high heel from 16/8 to 20/8 
is put on a large number of the shoes 
in the works—the block heel from 
10/8 to 16/8 is put on other models. 
The new short Louis heel is being 
attached to many of the new styles. 
Black moire appears among the new 
shoe fabrics. Some of the old- 
timers are not using moire for 
vamps, however, as they claim that 
it is better to have it in the quar- 
ters, or where less wear comes. 
They base their claim, they say, on 
the fact that when silk is treated 
with a heated iron for the watered 
designs, or moire, that it weakens 
the material. Black velvet appears 
in numerous strap and pump styles. 








ROCHESTER 




















Big Gain In Orders 


OCAL shoe factories report a 

big increase in fall orders fol- 
lowing the Boston Style Show. Sev- 
eral Rochester houses displayed 
their lines in Boston during show 
week, and reports indicate that 
many large fall orders were placed 
in Boston. 

Following the Boston Style Show, 
many Western buyers visited the 
market and as a result local fac- 
tories are rushed with business. 
The early season demand is largely 
for patents both in plain all over 
patent and with reptilian trim. 


| PHILADELPHIA | 


Large Factories Busy 


HE larger shoe factories in the 
Philadelphia district report 
good advance fall orders on their 
books, and production schedules gen- 
erally in advance of those of this 
time a year ago. Some of the small- 
er factories are still running on re- 
duced schedules, but expect orders 
to increase sufficiently in the next 
few weeks to permit of full time op- 
erations by Sept. 1. Some complaints 
about present manufacturers’ prices 
are heard from the producers, as 
well, but these apply mainly to the 
more staple lines of shoes. 
Oxfords, both in the turn and 
closely cropped welt (fashion welt) 






























































M. A. PACKARDCO., Makers 
BROCKTON 











NETTLETON 


Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN'S FINE SHOES EXCLUSIVELY 
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Manufacturers of 


MEN’S FINE 
SHOES 


Brockton, Mass. 





Stacy Adams Co. 











Randelph, Mase. 
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Richards & Brennan Co. 
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BOSTO Shoes for Men 
Commonweatth Snot & Leatuer Co. 


WHITMAN, MASS. 











Carried Stock 
ve 11 South Stress 


Che osteiies 
Coe [Shoe ieee 


FOR MEN 





Howard E SHOES 


BROCKTON, MASS. 








Address all communications to the factory 
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The American Kid Producers, as 
a unit, displayed at the New En- 
gland Shoe and Leather Exposition, 
a comprehensive forecast of just 
what will be the most in demand 
and the smartest in kid footwear 
for the coming fall and winter. 

The fortunate combination of an 
advantageous location at the en- 
trance of the hall together with a 
carefully selected, yet lavish, dis- 
play of kidskin shoes conduced to 
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Kid, Kid and More Kid 
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KIDSKIN 
Levees of Leathers 















make this booth one of the high 
lights of the three-day exhibit. 

A specially constructed runway 
in the foreground of the booth pro- 
vided an excellent means of dis- 
playing the shoes. Throughout the 
day there was a corstant promenade 
of models across the runway show- 
ing the smartest patterns in kid- 
skin footwear for all occasions— 
sport, street, daytime and evening 
wear. 











types are among the volume shoes 
now going through the Philadelphia 
factories. These oxfords are mainly 
of patent leather, black or brown 
suede or kid or of tan calf. More 
Cuban heels are being used and on 
some of the oxfords the solid leather 
heels are attached. Both the cut out 
and completely closed types of ox- 
fords are in vogue and both have 
adherents. 

At least one Philadelphia factory 
is working largely on shoes to which 
a hand decorated touch in the way 
of small bits of weaving or other 
similar decoration has been added. 








| MILWAUKEE | 














Orders for early fall are coming 
in at a very satisfactory rate, and 
local manufacturers are looking 
forward to the coming season with 
much enthusiasm. Factories are 
very busy at the present time in 
preparation for the fall demand, 
and everything points to a very 
good year. Styles in men’s shoes 
follow much the same lines as last 
season in higher priced dress shoes. 
Popular priced lines show more 
variation of style with a greater 
trend to novelty effects. No further 
development is reported in the 
color situation. The general trend 
to darker tones for Fall continues, 
and the demand for black is pick- 
ing up rapidly. 








Good Orders For Fall 


ALES conferences are occupy- 

ing the attention of several 
Milwaukee shoe manufacturing 
companies as well as tanneries dur- 
ing the latter part of July. Those 
firms that have not already sent 
their salesmen on the road are 
holding conferences to acquaint 
them with new lines, and to plan 
for Fall business. 


| ST. LOUIS | 








Wholesale Trade Booming 


USINESS is booming in the 

wholesale shoe district in St. 
Louis and the volume of orders 
coming into the houses is tremen- 
dous. This briskness is being 
shared by all houses and the gen- 
eral line institutions report in- 
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Buckles and Ornaments Galore 


The booth of The Reynolds Com- 
pany at the Boston Shoe and 
Leather Fair featured many new ef- 
fects in shoe ornamentation. Wil- 
liam Reynolds and G. Herman Pul- 
sifer were in attendance. 

The booth was a busy place and 
it is reported that a big business 
was transacted on jeweled heels, 
buckles, laces, rhinestone clamps, 





slide buckles and other Reyco prod- 
ucts. One of the big buyers of the 
country was interviewed at this 
booth. He stated that he has bought 
plain pumps in goodly array and 
that is the reason he bought buckles 
to trim ’em up. He stated that 
buckles and other shoe ornamenta- 
tion looked very good to him for 
fall and winter. 








STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Got to Be Stetson 
to Be Snap; 
THE STETSON SHOE CO., Inc. 
Seuth Weymeuth, Mass. 











HENRY LILLY CO. 
88-90 Reade St. New York 


AUCTION TRADE SALES 
of 


SHOES and RUBBERS 
Every Wednesday and Friday 











creased business over July of last 
year. One of the larger houses an- 
nounced for the first two weeks of 
July an increase of over $375,000 
with indications that this would 
be greater before the end of July. 
Another reported one of the largest 
days in the history of the business. 
The orders are coming in from 
every section of the country and 
the prosperity does not seem to be 
confined to any particular terri- 
tory. 
Patent leather is leading in the 
demand. Much of this footwear is 
with reptile trimmed. Colored kids 
of fall shades and tan calf are also 
having a demand in the call. Some 
black satin is being sold, with indi- 
cations of a betterment for later in 
the season. 

The specialty houses are working 
full up and delivery dates moved 
up as far as the middle of Septem- 
ber. Business is exceptionally fine 
in this division of the industry. 








CINCINNATI 











Business Good 


HE facts are on top. The Cin- 
cinnati market is realizing a 
genuinely good business on early 
fall lines. Information from the 


most reliable sources is definite to 
the effect that the Cincinnati indus- 
try will average a substantially in- 
creased volume over last year. One 
important house enjoyed the largest 
one-day’s mail order business of its 
history on Monday, July 12. An- 
other shipped a six-figured mone- 
tary increase in May over May, 
1925, with 65,000 pairs in June 
above June a year ago and with 
the returns this month ahead. 

The majority of the retail mer- 
chants, it is said in separated quar- 
ters, are buying merchandise in 
quantities for sixty days’ selling 
and are counting on four to six 
weeks’ delivery. Summer stocks in 
the stores are believed to be of 
leaner proportions than they were 
last year at this time, making it a 
case of where the dealer cannot af- 
ford to postpone buying. This 
much is plainly shown by the ex- 
cellent returns being obtained 
through direct-mail advertising. 

Answering a_ specific inquiry, 
four plants gave the following esti- 
mates on their comparative welt 
and McKay output. Two, nearly 
50 per cent equally divided. One, 
60 per cent welts, 40 per cent Mc- 
Kays. One, 75 per cent welts, 35 
per cent McKays. Another re- 
liable opinion, not from a manu- 
facturing source, however, has it 
that welts are gaining. 





HAND TAILORED’ 
HAND LASTED 


Bion F-REYNo.ps Cow, 


BROCKTON, MASS. 





Waterproof 
Leather That 
Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danversport, 95 South St, Boston, Mass. 











Colored 
Chrome 
Sides 


Beggs & Cobb, Inc., Boston, Mass. 








est Virginia 


Adds to the Wearing Quality 
of the Shoe. 


Pulp Products Department 


WestVir, iniaPul & PaperCompan 
Beant New York P Chicago y 











T. W. Godsoe, Pres. F. E. Jones, Treas. 
W. G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 


95 SOUTH STREET BOSTON, MASS. 
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BEST-EVER SILPPER CO., Inc., BROOKLYN, N. T¥. 








Novelty Slipper Co. 
Makers of 
Boudoir Slippers of ‘the 
Better Kind 


121-131 West 19th Street 
New York City 
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Highest Grade Turn 
Mules and D’Orsays. 


Satins, Kids and 
Fancy Patterns. 


Saengtee sent on 
equest. 


THE FASHION SLIPPER MFG. CO. 
6566 Myrtle Ave., Brooklyn, N. Y. 














PARISTYLE FOOTWEAR MFG. e _ 


41-45 Washington Ave., TT 


New York Office, Room 1116, 132 . 


HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns 


$24.00 per doz. and Up. 








~ EMIL RUBLACK 


Maker ef Artistic 
Price and Sale Tickets 
les 
Samp! | Free on 
140-142 W™%8ST BROADWAY 
NSW YORK 
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NU-SHINE 
Restores Color 
Preserves er 
Beautifies Footwear 


Makes Oli Shoes Look New 
THE NU-SHINE CO. 





Mkt. St. Reidsville, N. C. 
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A Temple to Progress 1876-1926 


The exhibit of G. Levor & Co. at 
the recent Boston Shoe and Leather 
Fair was designed to commemorate 
the fiftieth anniversary of this well- 
known concern. 

The tanning of Levor leathers 
started in Gloversville, N. Y., in the 
year 1876. A few years before that 
time Gustave Levor came to Glov- 
ersville when it was a compara- 
tively small village. He opened a 
retail clothing and men’s furnishing 
store and did experimenting with 
the different tannages in the base- 
ment of the store. The start of the 
present firm dates from these ex- 
periments. 

In 1880 Mr. Levor acquired an 
old abandoned church building and 
converted it into his first manufac- 
turing plant for the tanning of shoe 
leather. 

Mr. Levor arranged with the late 
S..Cohen to represent him in Bos- 
ton as New England sales manager. 
The newly established business 
grew appreciably and in 1885 Mr. 
Levor built his own plant on the 
site of the present establishment in 
Gloversville. 





Incorporates Wood Heel Co. 

LYNN.—Gregory & Read Wood 
Heel Co. was recently incorporated, 
with a capital of $100,000, by Harry 
M. Read, Franklin B. Gregory, 


A number of additions have been 
made since those days to meet the 
constantly growing need for the 
company’s product. 

Samuel Rothschild is now the 
president of G. Levor & Company, 
and Frank H. Miller treasurer. 
Both of these gentlemen were in 
attendance at the Boston Shoe and 
Leather Fair and were recipients of 
many congratulations from their 
host of friends in the trade. 

Their booth was designed as a 
golden temple and had a large dome 
supported by four golden Etruscan 
columns. There was a color note of 
shell pink chenille with cluster 
drops high up on either side of the 
dome. 

The predominating note of the 
booth was white leathers, of course, 
for the company is best known for 
its tannage of “Whitest Whites.” 
Some of the other leathers which 
are gaining in increased popularity 
were on display and the whole ex- 
hibit typified the history and ro- 
mance of this business as well as 
the progressive spirit which has al- 
ways prevailed in its management. 


na 





Samuel F. Kinsman and George E. 


Vincent. 
This company is a branch of 


Gregory & Read, shoe manufac- 
turers, Lynn. 
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New Dress for Hershey Store 


betoc Se RRRRR ERE TS ESSEGTS2 


¢ 
sam bt pre waz - 
2 Ta RERRRSESREZES D3 


Here is the high grade Hersey’s 
Shoe Store, Augusta, Me., in its 
‘new dress.” Its founder, F. L. 
Hersey, who started this establish- 
ment almost fifty years ago (1879) 
is still “on the job,” maintaining 
headquarters at the store and in 
charge of the up-stairs bargain de- 
partment, although about a year 
ago he sold out his interests to S. L. 
and J. Miller, “who started as boys 
with Mr. Hersey and who are con- 
sidered two of the best modern 
shoe merchandisers in New En- 
gland. S. L. is window decorator. 
Both of the Miller boys are well 
known and liked by the people of 
their city. The House of Hersey 
has been a subscriber to the -RE- 
CORDER ever since it started busi- 
ness and its principals state that 
they are repeatedly getting good 


ideas in merchandising therefrom. 
This concern does a big business 
in a city of approximately 45,000. 
It employs four salesmen and sells 
shoes for the whole family, and ho- 
siery, also, over which a young 
woman has charge. Recently the 
Miller brothers decided to refur- 
nish their “old home” and decided 
upon a new 70-ft. front, in black 
Tennessee, with two doors located 
advantageously. The windows have 
the indirect lighting system and the 
valances are in white with black 
motifs; the sign, Hersey’s Shoe 
Store, is in gold and black. The 
store is 60 ft. deep. Inside the fit- 
tings are in mahogany—attractive 
rugs in shades of brown and gold 
decorate the floor; the domes of the 
new drop lights are in white and 
gold. 











Andrew Swanson Dead 


BROCKTON. — Andrew Swanson, 
founder of the Brockton Co-opera- 
tive Book & Shoe Co., and long 
prominent in the trade as the father 
of the co-operative movement in the 
shoe industry in this district, died 
in a Boston private hospital last 
week after an illness of several 
weeks. He was in his 76th year. 

Mr. Swanson was born in Sweden, 
but came to Brockton when he was 
a lad of 12. He learned the shoe- 
maker’s trade. Later he entered 
business for himself under the firm 
name of Swanson & Carlson. Later 
the co-operative system was con- 
ceived, and later the Brockton Co- 
operative Boot & Shoe Co. was 
founded. He retired from business 
about three years ago after building 
the business from an output of a 
few dozen a day to more than 500 
dozen. The concern manufactures 
high grade shoes. 


Mr. Swanson was the first man of 
his race to serve in the city council. 
He was prominent in the affairs of 
the First Swedish Lutheran church, 
of which he had served as treasurer 
for many years. He also was a di- 
rector of the Brockton Savings 
Bank. He leaves a widow. 


Superior Shoe Ornament 
Works Moves 


NEW YoORK—B. Silver, president 
of the Superior Shoe Ornament 
Works, announces the removal of 
that concern from 588 Howard Ave- 
nue, Brooklyn, to 394 Ralph Avenue, 
Brooklyn. The removal, according 
to Mr. Silver, was made necessary 
by rapidly increasing business. The 
new quarters are much larger than 
the old and will permit of more effi- 
cient methods of manufacturing and 
handling stock. The concern makes 
a large line of beaded and other 
types of shoe ornaments. 








You'll “fall” for our 


25> FALL STYLES “<2 


Samples sent and returnable at our 
expense. $3 to $% Sellers. 
SAMUEL COHEN SHOE CO. 

72-82 Linesin St. 











BALLET SLIPPERS—IN STOCK 
of the unusual kind 


Style Eason — Sant 
Child's & Ay ten 35 
Misses’ % te 2— 1.40 
Women’ ~ 2%e te 61.45 
SCHWART HERDER, Ine. 
Specialists 4 Ballet Manufacture 
241 No. 11th Street - Philadelphia, Pa. 








{IN STOCK 
BLACK BALLET SLIPPERS 
gl 


BLOG SHOE CO., INC. 
147 Duane St., New York, N Y 

















WHERE TO BUY 8 
Sindings. 
_— CAI 





MAZER BROTHERS 
Newest Importations 
Cut Steel and Rhinestone 


SHOE ORNAMENTS” 
Studded Heels 
6°8 W.22nd St.New York ,N-Y. 


LEON WEIL" 


LOUIS J. COBLENTZ., Mgr. 
Marbridge Bldg..New York 


IMPORTED BUCKLES 


From our own Paris Works 




















DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 
122-124 Duane St., 
New York City 











“ELAM” 


Flexible Turn Shoes 
Per the Jobbing Trade Exclusiv-'- 


F. S. ELAM SHOE CO 
ROCHESTER, N. Y. 


Boston Office, 183 Essex Street 

















+ ot POSNER 


WILL BUILD A BIGGER 
AND MORE DEPENDABLE 
CHILDREN’S BUSINESS~ 
Write for Agency Plan 
Dr A Posner, SHOES, Inc. 140 WEST BROADWAY, NEW YORK 


FACTORY, BROOKLYN, W.Y. 











ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe Catalogues and 
Shoe Booklets 


201 South Street Boston, Mass. 
Telephone, LIBerty 8673 











Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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These Annual Outings Are Great Stuff 


Baxter & Baxter of Seattle held 
their annual official store picnic 
July 11, at Dellwood Park. When 
the count was made Ben Baxter 
found that he had sixty-two in his 
party. This included all the boys 
and girls of the store, together with 
their respective wives and sweeties. 
All kinds of races and sports were 
successfully run off under the di- 
rection of Ralph Parmenter of the 
Cantilever department. The Bul- 
ger family, consisting of Fred, his 
wife and two children, were the 
heavy prize winners. The big ex- 
citement occurred when the Mar- 


tins beat the Guns by a score of 16 
to 13 in the ball game. Previous 
to the game odds of 52 to 1 were 
offered against the Martins with no 
takers. Miss Madeline Eisiminger, 
shown at the right, was official mas- 
cot for the Martins, and Miss Ethel 
Lee, at the left, for the Guns. Ben 
Baxter shone as umpire for the ball 
game but flunked on the golf ball 
driving contest. Two added fea- 
tures were the presentation of an 
almost cowhide suit case to George 
Polk of the Kayser Hosiery Co., 
while Mrs. Baxter (mother) got a 
real present of a vanity box. 








Lewis Gallant Is Resident 
Buyer 


Boston.—Lewis B. Gallant rep- 
resents the Sharood Co. of Mineap- 
olis and the Tradehome Shoe Co. of 
St. Paul. He has been identified with 
these two houses for the past three 
years, and has been connected with 
this market for the past thirteen 
years. He was formerly connected 


Lewis B. Gallant 


with Phillipsborn’s and other houses 
for about nine years. 

His headquarters are at Room 
602, 113 Lincoln Street, Boston, and 
as he is so well known in this mar- 
ket, “he says that he would like to 
get a few more accounts on the same 
basis. Mr. Gallant’s activities con- 
sist of going around to the various 
factories, picking up merchandise, 
placing orders when instructed, and 
attending to deliveries—a regular 
service to chain stores, jobbers and 
department stores. 


Sails from Europe Aug. 1 


Boston.—Horace R. Drinkwater, 
treasurer of Edwin Clapp & Son, 
Inc., and president of the Boston 
Boot and Shoe Club, who is enjoy- 
ing a vacation in Europe, expects 


to sail for home Aug. 1. Writing 
from Venice, under date of July 5, 
Mr. Drinkwater reports that he was 
leaving for Switzerland that day, 
after which he expected to visit 
France, Belgium, Holland, England, 
Scotland and Ireland. 
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TELL-U-HOW 


the end of the week should be given 
over mainly to prominent showings 
of moderate price and lower price 
merchandise. This window is in- 
tended to reach the people who buy 
popular grades of footwear, and who 
ordinarily make their purchases on 
Thursday, Friday or Saturday. It 
seems to be true, in most commun- 
ities, that, taking all the people into 
consideration, by far the largest part 
of popularly priced merchandise is 
sold toward the end of the week. 
The second window each week, there- 
fore, ought to be of the sort that is 
called a “merchandise window.” 

It must be remembered, however, 
that even with the second sort of 
window, there is opportunity for at- 
tractive effects, individuality and 
good character. 


Quantity of Footwear 
to Show 


Here there is a chance for a dif- 
ference of opinion. 

The window on each side of your 
store door seems to be about 15 ft. 
wide and 4 ft. deep. Here a modern 
type of window display may be at- 
tained with the use of some sixteen 
to twenty or twenty-two pairs of 
shoes. But you sometimes have as 
many as seventy-five to ninety or 
more single shoes in a window, or 
thirty-five to forty-five or more pairs. 
I think you always have somewhere 
from two to three times as many 
shoes in the window as ought to be 
there. There are sometimes so many 
shoes that no one of them stands 
out with much prominence. Doubt- 
less people get the impression of a 
wide assortment of styles, a good se- 
lection from which the purchaser 
may choose. But do you think that 
the average man or woman who 
stops and glances in your window 
really does get a good and adequate 
appreciation of the character and 
merits of any one of the shoe styles 
on which their eyes may light? I 
believe that the impression produced 
by any one shoe, in a window where 
so many shoes may be seen, is much 
less than is the case where fewer 
shoes are put on display. 

I want to suggest that you cut 
down the number of shoes you are 
showing in the windows by at least 
half, and also cut down the number 
of fixtures you use in each window 
by about half. I think your win- 


[CONTINUED FROM PAGE 43] 


dows will then pull more business 
for you. 

How would it do to experiment with 
your first fall window? Suppose you 
pick out three styles in women’s low 
shoes—for intance, a combination of 
patent leather and light quarter col- 
ored in a pump pattern, another 
pump in one of the handsome new 
brown shades, and perhaps a smart 
novelty oxford in tan with lizard 
trimming. Take five or six pairs of 
each to make a separate unit on a 
plateau or around a single or double 
fixture. Put the combination pump 
in the middle of your shallow win- 
dow, the brown pump on the right 
and the oxford on the left. Don’t 
get the units too close together. 
Leave some space between them. In 
the space between them you might 
show one or two pairs of stockings 
on a fixture, set toward the rear or 
at least half way back from the glass. 
In the space between the units, 
toward the glass of the window, 
there may be room to show from 
four to eight other styles in slippers 
and oxfords, one pair to a style. 
When the shoes are placed on the 
floor or on a plateau or flat fixture, 
pose them, not with a square front 
view, but as folks stand naturally, 
one pump advanced somewhat ahead 
of the other and at an angle with 
it. It is often possible to show a 
pair of appropriate stockings along 
with the shoes on each fixture. Only 
one color or plush, or of other deco- 
rative material, should be usued in 
any window at any one time, unless 


a special combination of two-tone ef- 
fect in background and drapes is 
carefully worked out. 

Will you experiment along this 
line and note results? 

You can help to increase the vol- 
ume of your business by using in 
your windows cards that will in- 
crease the pulling and selling power 
of the displays. Without cards, 
your windows merely display goods 
or represent an idea; with cards, 
your windows talk in plain English. 

With shallow windows like yours, 
very large cards are not at all neces- 
sary. If you are going to continue 
to show so many shoes in the win- 
dows, only small cards are suitable. 
But if you reduce the quantity of 
footwear in each window, you can 
use a little larger cards occasionally, 
when circumstances seem to war- 
rant. 

Each season it is a good idea to 
pick out a finish and color of card- 
board, and a color of ink to har- 
monize, and to use this style of card 
and color combination throughout 
the season. The lettering should al- 
ways be done by sign writers who 
are good letterers and who have a 
real sense of the artistic. Too many 
cards used in store windows are 
crude, amateurish and _inartistic. 
Use good cards and they will help 
sell the merchandise. 

Once in a while it may be a good 
idea to use a good size card, a big 
card, full size perhaps, or at least a 
half card, and put on it a real selling 
story, eighty words long, or a hun- 


The Outlet Company in Providence, R. I., is noted for its window 


trims. 


Here’s a recent one with the butterflies in bright colors 


against a dark background 
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dred, or even more. People will stop 
and read the story; if it is told well, 
and printed legibly and attractively, 
they will be impelled to buy: 


Correlating Window and 
Newspaper Advertising 


With possible occasional excep- 
tions, your store ought to have on 
display in the windows the same 
merchandise that is advertised in the 
newspapers. The’ impression pro- 
duced by the newspaper advertise- 
ment is strengthened when the news- 
paper reader sees the actual goods 
in your windows. Thus the two me- 
diums work together in producing 
results. 

There is another way which I 
want to suggest by which you can 
get a good close tie-up between win- 
dows and newspaper advertising. I 
think it would be a fine plan to place 
in every window display a clipping 
of the newspaper advertisement 
which features the same footwear 
styles. Your boy could clip out the 
morning advertisement every day 
and paste it upon a special mount. 
I suggest that you use the plate of 
your newspaper advertisement’s bor- 
der, top heading and signature, and 
that you print it on heavy white 
cards of suitable size to allow a good 
margin at top, bottom and both 
sides. The advertisement clipping 
may be pasted on this card inside the 
border. The result will be a better 
finished card than would be the case 
if only the clipping were placed in 
the window. And when finished with 
the mounted clipping, mount and all 
may be thrown away. This will as- 
sure you that a clean, fresh card 
will always carry your newspaper 
message in your window. 


Keeping Window Displays 
Down to Date 


I think it is quite generally con- 
ceded by experts that advertising 
marches on far in advance of the 
other factors that enter into the dis- 
tribution of merchandise. It is quite 
interesting to compare the style of 
advertisements of today with that of 
the advertisements of five and ten 
and twenty years ago, and see how 
greatly they have changed. It is an 
equally striking development that 
has occurred in the types of window 
display, until the modern window 
trim must be very new and the old 
type of window trim seems very 
ancient. 

The shoe trade rather lags behind 
the department store and the ap- 
parel shop, for instance, in this re- 
gard. Perhaps it is because the 
shoeman thinks “only shoes, nothing 
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but shoes,” that most often he gives 
comparatively slight attention to 
supplying his window trimmer with 
suitable equipment with which to get 
best results from window displays. 

I am making a bid for something 
new and different to be introduced 
into the window displays at frequent 
intervals. Now it may be a few 
yards of plush, or a silk fabric, for 
purposes of draping. Again, a 
plateau or a group of two, three or 
four fixtures, of rich design but not 
bizarre or freakish. Another time, 
a few skins of colored or metal-fin- 
ished leather, a basket of flowers, a 
temporary background, a_ special 
lighting scheme. Other things can 
be thought of faster than they can 
be used. 

These things cost some money, but 
it is money well spent. Few expend- 


itures for publicity will produce re- 
turns equal to investments in fine 
window displays. 

Most shoemen would find it prof- 
itable to furnish their window trim- 
mer with a good book on modern 
window dressing, and with a sub- 
scription to a good window-trim- 
mer’s trade journal. - Many sugges- 
tions of a practical character will be 
obtained from reading BOOT AND 
SHOE RECORDER articles on window 
trimming, and from studying the 
photographs of window and case dis- 
plays which appear frequently in the 
RECORDER pages. 

Let us make the store windows 
work hard. First, to win the favor- 
able regard and good will of the pub- 
lic for the store. Second, to make 
the people desire and buy the store 
merchandise. 





Is August a Slow Month? 


[CONTINUED FROM PAGE 67] 


cardboard is then mounted in the 
frame to form the slate. On this 
is written the school opening date 
with chalk crayons. 

A few school books, pens and 
pencils, inks, etc., may be used in 
the display to attract attention, 
but the slate in the center should 
be made the chief point of interest 
—next to the footwear displayed, 
of course. 


Now for “Advance Styles” 


As soon as the school window is 
removed the merchant should have 
an “Advance Styles” display. The 
setting illustrated in Fig. 8 is suit- 
able for this display. With either 
the permanent back of the window 
as a background, or a panel of wall 
board, as illustrated, a curtain is 
hung over a pole. A valance in the 
style illustrated, or one of some 
other type, may be used to finish 





the top of the drape. Silk cords and 
tassels add much to the artistic 
appearance of such a decoration. 

It is suggested that vases of foli- 
age be placed in the corners of the 
window and that the shoe stands 
be banked in the center in pyramid 
form. This gives the background 
setting full view and may be a 
change from the ordinary arrange- 
ment used by most stores. 


Adds Credit Department 


DENVER. — The Walk-Over Shoe 
Store, 815 Sixteenth Street, this 
city, during the past month added 
a credit department to its business. 
Up until this time the store has been 
selling for cash. The firm during the 
past week has been conducting its 
annual summer clearance sale, offer- 
ing its stock at about one-half price. 








Extreme sizes, whether large or small, require care 
in pattern designing. Here’sa4Bandai0 Bina 
“Butterfly Footwear” style to show how they look 
together 
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CHANGES IN BUSINESS 





McGEHEE, ARK.—Barron & Gorham, 
shoes, etc., succeeded by Gorham’s, Inc. 

JONESBORO, ARK.—Elder & Stephens, 
shoes, etc., John T. Patton retires. 

SaN FRANcisco, CaL.—Anker & 
Kaufman (1607 Fillmore Street), shoes, 
dissolved partnership, succeeded by 
J. Kaufman. 

TERRYVILLE, CONN.—Helen Niesio- 
bodeki, shoes, etc., removed to Great 
Britain. 

WILMINGTON, DeL-—Anthony F. Stu- 
tinsky (414 Maryland Ave.), shoes, 
succeeded by Boleshaw Kolakowski. 

LINCOLN, ILL.—Mestinsek & Retha- 
ber, shoes, dissolved partnership, suc- 
ceeded by Rethaber. 

INDIANAPOLIS, IND.—Atlantic & Pa- 
cific Shoe Co., shoes, incorporated with 
authorized capital of $10,000. 

NEWCASTLE, IND.— Arch Preserver 
Shoe Shop Co., shoes, etc., incorporated 
with authorized capital of $10,000. 

Mitroy, INp.—Crane & Ray, shoes, 
succeeded by Robert M. Ray. 

ALBERT City, Iowa.—Nelson & Wal- 
stead, shoes, etc., dissolved partnership. 

ELDORADO, KAN.—Taliaferre & Mil- 
ler, shoes, etc., reported sold out to 
Henry Shoe Co. 

Boston.—David Lerman (Dorches- 
ter District), shoes, sold out at 1487 
Dorchester Ave. to Abraham Moncein, 
now at Wollaston. 

Boston.—Thomson-Crooker Shoe Co., 
shoe manufacturers, reduced author- 
ized capital to $750,000. 

FRAMINGHAM, Mass.—J. H. Mulvey, 
shoes, etc., removed to Palmer, Mass. 

Norwoop, Mass.— Economy Shoe 
Store, shoes, reported sold out. 

CLARENCE, Mo.—W. J. Daniels & 
Sons, shoes, etc., succeeded by Smith & 
Adams Clothing Co. 

Derry, N. H.—Dean Shoe Mfg. Co., 
shoe manufacturers, recently increased 
capital. 

CAMDEN, N. J.—Martin Rosner, 
shoes, succeeded by Benjamin Rosner. 

NutTitey, N. J.—Ralph Palumbo, 
shoes, etc., reported sold out to Louis 
Ricardi. 

NewaRK, N. J.—John B. Chelle 
(164% Bloomfield Ave.), shoes, report- 
ed selling or sold out. 

UNIon Crry, INpD.—Kramer & Co., 
shoes, etec., incorporated. 

Kincston, N. Y.—Kingston Slipper 
Co., slippers and leather goods, incor- 
porated with authorized capital of 
$10,000. 

New York City.—Emil Cohn (2194 
Eighth Ave.), shoes, store reported 
closed. 

Rudich’s Corrective Dress Shoes, 
Inc. (3 E. 38th St.), shoes, succeeded 
by Footcraft Shop, Inc. 

Joseph Paulinsky (809 E. Tremont 
Ave.), shoes, reported selling or sold 
0 


ut. 

Jacob Poster (“Biltwell Shoe Co.”), 
(402 E. 149th St.), shoes, reported sell- 
ing or sold out. 

Extmira, N. Y.—Gosper-Kelly Co., 
shoes, etc., increased capital from $10,- 
000 to $75,000. 

Jamaica, N. Y.—Idle Hour Shoe Co., 
incorporated with authorized capital of 
$50,000. 

Brooktyn, N. Y.—Martin Ubaldi 


(1160 Manhattan Ave.), shoes and re- 
pairing, removed to Corona, N. Y 

ND, OHIO.— Epstein Bros. 
(423 St. Clair Ave., N. W.), wholesale 
and retail shoes, incorporated. 

CoLumBuUs, OHI0.—Arthur Fleming 
Shoe Co., shoes, incorporated with au- 
thorized capital of $5,000. 

JOHNSTOWN, Pa.—Gardener & Ger- 
heim (Walk Over Shoe Store), shoes, 
dissolved partnership, succeeded by 
Robert C. Gerheim. 

PHILADELPHIA, PA.—Milady’s Shoe 
Shop (1413 W. Columbia Ave.), shoes, 
J. Katzman, B. G. Rubin and H. A. 
Brick, retire; succeeded by Al A. Ja- 
cobs and Herman H. Taylor. 

New BETHLEHEM, Pa.—L. M. Har- 
ris (“Hub Store’’), shoes, etc., reported 
sold out to M. L. Harris. 

DALLAS, TEXx.—Sessel Shoe Co., 
wholesale shoes, succeeded by A. D. 
Robertshaw. 

DENTON, TEX.—E. Ostrech (“Dress 
Up Shop’’), shoes, etc., succeeded by 
Sapp’s Bootery. 

MILWAUKEE, Wis.— Taxman Shoe 
Co. (1801 Center St.), shoes, reported 
sold out to Sam Stein. 


Business Reverses 


UNION SPRINGS, ALA.—G. R. Peddy, 
shoes, etc., reported asking general ex- 
tension. 

LITTLE Rock, ARK.—Stewart Mann, 
shoes, reported assigned. 

Los ANGELES, CAL.—A. C. Erickson 
(Volume Shoe Stores, 630 S. Main St.), 
shoes, reported petitioned into bank- 
ruptcy. 

MILLEN, GA.—Marks Bros., shoes, 
etc., reported petitioned into bank- 
ruptcy. 

BALTIMORE, Mp.—Eichengreen & Co., 
wholesale shoes, reported receiver ap- 
pointed. . 

Avon Mass.—Doherty Bros., shoe 
manufacturers, reported assigned to 
Wm. A. Hogan; liabilities, $139,375.89. 

MEpFoRD, Mass.—Medford Woolen 
Co., manufacturers of woolen boots, re- 
ported petitioned into bankruptcy. 

Kansas City, Mo.—H. Rudnick & 
Son (510 Walnut St.), shoes, etc., re- 
ported receiver appointed. 

BROCKTON, Mass.—James L. Twohig 
(2 High St.), shoes, reported assigned. 

WoRcESTER, Mass.—Max Gratt (610 
Main St.), shoes, reported petitioned 
into bankruptcy. 

CLARKSDALE, Miss.— Rogan’s Boot 
Shop, shoes, reported offering to com- 
promise at 20 per cent cash. 

MILLVILLE, N. J.—Merles Shoe Den 
(Merle Querns), shoes, reported peti- 
tioned into bankruptcy. 

ScHENEcTADY, N. Y.—Aaron’s Clothes 
Shop, Inc. (310 State St.), shoes, etc., 
reported petitioned into bankruptcy. 
Reported receiver appointed. 

MoorHEAD, MINN.—A. Wright, shoes, 
reported petitioned into bankruptcy. 

St. Louis, Mo.—Morris Haney (Nov- 
elty Shoe Shop) (3507 N. Grand Ave.), 
shoes, reported petitioned into bank- 
ruptcy. 

East ORANGE, N. J.—Carl F. Mon- 
tena (470 Central Ave.), shoes, re- 
ported petitioned into bankruptcy. 
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LonG IsLAND City, N. Y.—David 
Fendrick (Annex Shoe Store) (262 
Steinway Ave.), shoes, reported closed 
by sheriff on execution. 

New YorK City.— Hirsch Bros. 
(Louvre Shoe Shop) (867 Sixth Ave.), 
shoes, reported assigned. 

Echeal Schulder (481 Claremont 
Parkway), shoes, reported meeting of 
creditors called. 

CONNELLSVILLE, Pa.—Levine Bros. 
(212 N. Pittsburgh St.), shoes, etc., re- 
ported petitioned into bankruptcy. 

GREENSBURG, Pa.—C. H. Perelstein 
(Carter Shoe Co.), shoes, etc., reported 
petitioned into bankruptcy. 

NARBERTH, Pa.—Adelizzi Bros., shoes, 
etc., reported offering to compromise. 

PHILADELPHIA, Pa.—Louis Niedel- 
man (2435 S. Seventh St.), shoes, re- 
ported petitioned into bankruptcy. 

ALTOONA, Pa.—Workman’s Cash 
Store, shoes, etc., reported petitioned 
into bankruptcy. 

BirpsBoro, Pa.—Jas. H. Houlihan, 
manufacturer of infants’ and children’s 
shoes, reported offering to compromise 
at 75 per cent. 

O’DONNELL, TEx. —J. G. McCarroll 
(Economy Store), shoes, etc., reported 
receiver appointed. 

LAWRENCEVILLE, VA.—Elmore & Gat- 
ling Co., shoes, ete., reported offering 
to comprosie at 60 per cent. 


Tacoma, WasH. — Joe Friedman, 
shoes and furnishings, reported as- 
signed. 


Biuertrerp, W. Va.—yYork Men’s 
Shop, shoes, etc., reported petitioned 
into bankruptcy. 


Sees Sound Business Basis 


New YorK.—Business enters the 
latter half of the year with the do- 
mestic situation in general sounder 
than was anticipated six months ago, 
states the current issue of the 
“Guaranty Survey,” published today 
by the Guaranty Trust Co. 

“It will be recalled that at that 
time a good deal of uncertainty was 
apparent regarding the probable 
trend of affairs beyond the early 
part of the year,” the “Survey” con- 
tinues. “It is now possible to look 
forward to the remainder of 1926 
with a considerably greater degree 
of confidence. 

“Perhaps the most important de- 
velopment of the half-year bearing 
on the general business outlook was 
the change in the course of stock 
prices. The upward movement of 
values and feverish speculative ac- 
tivity which were in full swing at 
the end of 1925 culminated in a 
moderate and orderly recession 
which had none of the aspects of 
panic or depression usually asso- 
ciated with a major reversal of 
trend, and which has given way to 
renewed strength in the last two 
months. An even more important 
cunsideration is that the boom psy- 
chology subsided without having 
communicated istelf, as it has usual- 
ly done in the past, to commodity 
markets in general.” 
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Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., 
on Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 


POSITIONS WANTED _ When advertisers desire answers to come in our care 
4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ad- 
LINES WANTED ad vertisers desire replies forwarded direct to their address, 
4c per word. Minimum Charge 75c. each word of their address must be counted in the ad- 
ALL OTHERS vertisement and paid for accordingly. 
7c per word. Minimum Charge $1.25 
Payment in advance is required, except when regular 


ALL DISPLAY SPACE , 
Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open accounts. 





























SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 























SALESMEN WANTED 


SALESMEN ATTEN TION with established territories to sell 


complete line ladies’ medium priced 


If you area Real Producing Salesman and can snappy novelties. Carried in stock. 
Lib- 


‘ ° Strictly commission basis. 

show a clean record of results in your territory, eral terms. Must be a producer. 

ra States open, Georgia, Kentucky, 

we have a proposition for you. Arizona, New Mexico, Michigan, 
Wisconsin, North Dakota, South 

h f 1 J a Pe . Dakota. 

We have t e to owing territories open. Address C-244, care Boot and 


. i 2. 7 a ‘ Shoe Recorder, 207 South Street, 
South Carolina Mississippi New Mexico Boston, Mass. 


Georgia Tennessee California 


Florida Arkansas Oregon 
SALESMAN WANTED 


Alabama Texas Washington , 
with established territory to sell 


Oklahoma complete line of ladies medium 

priced Stylish Stouts on a strictly 
Write us frankly and in confidence all about yourself, pe ag Sn sing Thneis. 5 
age, line you are handling or have sold, volume ob- oes og By pe Seay ap 
tained, references, etc. Bond Shoe Co., 132 Duane St., ang amu Sat 7 


New York, | ee not be considered. 














BENJ. WALK & CO. 
661 Atlantic Ave. 
Boston, Mass. 











ST. LOUIS NOVELTY McKAY SALESMEN’S EARNING UNUSUAL 


We have choice territories for strong, capable salesmen, 

Our line, quality Novelty McKays, includes latests patterns, newest lasts and wide variety 
of Ag rey styles at meee $6 oe, Ree se 

Our new, lar, factory, acquir at no cost, is equipp w ne latest machinery. 

Our labor an is much lower than nearby competitors. RESIDENT SALESMAN 
Result: Low manufacturing cost, low prices, liberal discounts, large commissions. 
Advances made only on orders. References and record required. Confidential. Address A manufacturer of ladies’ nov- 


C-254, c/o Boot and Shoe Recorder, 1627 Locust St., St. Louis, Mo. é 

. elty McKays to retail at $4 
wants one resident salesman to 
cover the volume trade in the 


Salesman—Carrying a shoe line in THE BOARDMAN SHOE COMPANY has South, and another for the Pa- 


Southern Pennsylvania and West Vir- openings in Middle West and the South for : . . 
ginia, to carry as side line a well known silage cific Coast, exclusive territory. 
brand of rubber footwear. Give refer- experienced salesmen, with established trade, * be naa 

to sell women’s novelties and staples in stock, Give all details in your first let- 


ences, lines carried, and territory covered, 
in first letter. All replies confidential. on straight commission. Give full details and ter. Address Box C-246, Boot 


Address C-259, care Boot and 
“ references in first letter. Address 564 and Shoe Recorder, 207 South 


Shoe Messedes, 207 South St., sadthndiithh: entails, Shiai 
Boston, Mass. venue, Boston, Mass. 
oston, . : Street, Boston, Mass. 



































SALESMEN WANTED to sell side line all ARE you interested in an up-to-date line of 
leather first steps 1/5 and_ stitchdowns * Children’s and Misses’ Turn Shoes? Splen- 

2/11; novelty, popular-priced quality shoes, all did opportunity for high grade shoe salesman. WANTED —Shoe Salesman to carry our spats 
in stock, 7 per cent commission. IZ References with application. Address C-243, and shoe novelties as a side line. tive 
SHOE COMPANY, 420 St. Paul St., Roches- care Boot and Shoe Recorder, 207 South St., all references in your first letter. Ideal Mfg. 
ter, Boston, Mass. Co., 4248 No. Crawford Ave., Chicago, III. 
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SALESMEN WANTED 


SALESMEN WANTED 








live wires. 

getters” only. 
on this proposition, do not apply. 
your present position. 


REAL SALESMEN WANTED 


To cover Pennsylvania, Ohio, Michigan, Indiana, Arkansas, and Oklahoma, 
with complete line of men’s solid leather calfskin welts, to the retailers. 


Latest patterns and snappy lasts, of genuine calfskin and nine iron oak bend 
soles, that can be retailed at $5.00 and $6.00. A real selling proposition for 
Liberal commission and weekly drawing account to real “go- 

If you are not a live wire and willing to work and “cash in” 
Give full detail as to past experience and 
All applications confidential. 


Address C-256, Care Boot and Shoe Recorder 
207 South Street, Boston, Mass. 











SALESMEN 

We have openings for several good salesmen 
on our line of Men’s and Boys’ High Grade 
Shoes. 

We have the following territories open: Texas- 
Oklahoma, Kansas-Missouri, Wisconsin-Minne- 
sota, Iowa-Nebraska. 

Write us fully regarding experience and ref- 
erences. 


CHARLES A. EATON CO. Brockton, Mass. 








ESIDENTIAL salesmen to carry manufac- 
‘ turers’ line at popular prices, high and me- 
dium _stitchdown shoes, infants’, children’s, 
misses’, ladies’ and men’s for the following ter- 
ritories. Give references. Virginia, West Vir- 
ginia, Oklahoma, Texas, Kentucky, Idaho, Mary- 
land, Washington, D. C., Arkansas, Wisconsin, 
Kansas, Missouri, Washington, New England. 
Address C-248, care Beot and Shoe Recorder, 
a A on 239 W. 39th St., New York City, 








eae 


Live salesmen wanted, with estab- 
lished trade, to curry as side line all or 
part of young ladies’, misses’ and chil- 
dren’s novelties, in stock shoes, Chicago. 
7% straight commission. References re- 
quired. We have the following territories 
open: 
Arkansas 
California 


Missouri 
Montana 
Nebraska 

New Mexico 
No. Dakota 
So. Dakota 
Oregon 
Tennessee 
Washington 
West Virginia 


owa 
Northern Ohio 
No. Wisconsin 


jaho 
Illinois (exclusive 
of Chicago and 
and suburbs) 
Indiana 
Kansas 
Kentucky 
Louisiana 





Minnescta 
Address C-262, ¢/o Boot & Shee Recorder, 
207 South Street, Boston, Mass. 


WANTED—Live wire salesman with estab- 
lished trade to represent us on a strictly 
commission basis in Alabama, Arkansas, In- 
diana, Iowa, Kansas, Kentucky, Louisiana, 
Illinois, Mississippi, North and South Dakota. 
line consists of fast selling women’s novelty 
McKays priced at $3.35 to $4.50. Applicants 
must be in a position to finance themselves 
and cover territory in a car. References must 
accompany application, otherwise will not be 
considered. SHU-STILES, INC., 1330 Wash- 
ington Ave., St. Louis, Mo. 





SALESMAN for Wisconsin. Travel by auto. 
Stitchdowns, McKays, Leggins. State terri- 
tory you are covering. Hagerstown Shoe & 
Legging Company, Hagerstown, Maryland. 





PPORTUNITY to connect with a manu- 

facturer of high grade popular-priced in- 
fants’, child’s and misses’ turns and welts on 
commission. We increased our capacity there- 
fore adding salesmen with established trade in 
the following territories: Southern Ohio and 
Indiana, No. 2 Michigan, No. 3 Illinois, also 
further West. If you are a producer we will 
offer you a proposition that will develop to 
a good income. Send written application with 
complete details in confidence to Jaindl & 
Trinkle Shoe Co., Allentown, Pa. 


HOSIERY Salesmen, side line, to sell adver- 
tised line of Ladies’ Hosiery in Indiana, Ar- 
kansas, Texas, Oklahoma, Kansas, Mississippi, 
Alabama and Louisiana; commission basis; state 
experience. Address C-265, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





ESIDENT salesmen wanted to sell boys’ In- 

Stock line Goodyear Welts, 6% straight com- 
mission; old house; can be carried as side line; 
Michigan, Philadelphia, California, Texas and 
Florida. Address C-258, care Boot and Shoe Re- 
corder, 207 South St., Boston, Mass. 


ALESMAN, experienced, Ladies’, Misses’ and 

Children’s shoes for New York, Brooklyn 
and Long Island territory. Prosperity Shoe Co., 
134 W. Broadway, New York, N. Y. 








SALESMEN WANTED—Real producers in 
the following territories: Washington and 
Oregon, Montana, Idaho, Wyoming, Utah, Colo- 
rado, North and South Dakota, Arkansas and 
Louisiana, Illinois, Indiana, Ohio, Eastern Penn- 
sylvana, Kentucky, Western Tennessee, Missis- 
sippi, Iowa, Kansas, Nebraska, Missouri and 
New York. We are manufacturers of one of the 
oldest lines of work shoes, dress oxfords and 
dress shoes—a real QUALITY line; big com- 
missions paid to the right man; established terri- 
tory; only live wires need apply. Address C-263, 
care Boot and Shoe Recorder, 189 W. Madison 
St., Chicago, IIl. 





SALESMAN WANTED 
For Michigan and Ohio territory. Must be 
first class man living in territory and must have 
selling experience. JUNG SHOE CO., Sheboy- 
gan, Wis. 








LINE WANTED 





ANTED experienced man in shoe factory to 

look after In-Stock Department. Give ref- 
erences. Strictly confidential. Apply to C-250, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 








FOR LEASE 











JANTED—SIDE LINE MEN. Parts of 
New England, New York, Pennsylvania and 
the South open for men working territories in- 
tensively, calling on better grade shoe and de- 
partment stores, to sell a high grade line of 
house slippers as a side line. Write full particu- 
lars as to territory covered, lines carried, etc. 
Address C-253, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 





WANTED—A representative for Pennsylvania 
to sell a line of men’s fine shoes to retail 
trade on commission. Well known line of shoes, 


young men’s styles, thorough quality. Address 
C-252, care Boot and Shoe Recorder, 207 South 
St.. Boston, Mass. 


Sweet Sixteen Dress Shops 
of Detroit, Mich. 
37 John R. St. 


Are enlarging 
their present quarters 
and offer for lease 
to merchants of good reputation 
the following departments: 


LINGERIE 
KNIT GOODS 








POSITION WANTED 


DEPARTMENT Manager or Buyer, nine 
years’ experience general shoe lines, wants 
position Chicago district. Address C-238, care 
Root and Shoe Recorder, 189 W. Madison St., 
Chicago, Il. 








Man with fifteen years’ ex- 
perience selling New England trade, 
wonderful following, also can guarantee 
mew accounts, with experience as factory 
buyer, sample builder and stock depart- 
ment manager, wants position with re- 
liable house. Address C-264, c/o 
Boot and Shee Recorder, 207 
South Street, Boston, Mass. 











WANTED position as salesmanager, promoter 

or manager retail stores by shoe manufac- 
turer of wide acquaintance and long experience 
retiring from his own business. Accustoned 
and well equipped to deal with principals and 
managers and to develop business. Address C- 
251, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 


WELL known traveling salesman desires a 

“House Job” where his wide experience and 
extensive acquaintance could be made mutually 
profitable. Thorough knowledge of advertising, 
correspondence, etc. Address C-261, care Boot 
and Shoe Recorder, 616 Perry Bldg., Philadel- 
phia, Pa. 


ANTED—Position as buyer and manager. 
‘ Young married man. Twenty-six years old 
Ten years’ experience, last three as assistant 
buyer. Also window trimmer. Could take 
charge of orthopedic department. Fine refer- 
ences. Let me write you. Thomas Peterson, 
131 Iowa Ave., Council Bluffs, Iowa. 








FOR SALE 


EXCLUSIVE ladies’ novelty shoe store in the 

largest ladies’ retail shoe district of Chicago, 
selling all at one price. Good business, turning 
investment six times a year can be doubled by a 
live wire. Cheapest lease on street, good for 
four years. Reason for selling. Apply for de- 
tails C-257, care Boot and Shoe Recorder, 189 
W. Madison St., Chicago, Il. ; 











FOR RENT 


SPACE for Shoe Department for rent in one of 

the city’s leading specialty shops. 100 per 
cent location. Low rental. Wonderful oppor- 
tunity for live wire. For further details write 
Box C-255, care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 








OR RENT—Large space for shoe department 

in better class, well established ready-to- 
wear shop in best city in North Carolina, hun- 
dred per cent location, over fifty thousand done 
by last occupant. Reasonable rental or percent- 
age basis. Address C-260, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 








WANTED TO PURCHASE 


WouLtDd like to buy established store doing 
on gp oe within 20 miles ef Boston 
zive full particulars. State Trust, 1020 - 
bridge St., Cambridge, Mass. , = 








HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. Quantities 
no object. Retail or wholesale. Short 
— pe I taken ar your hands. 

r phone us. orre d 
confidential. Established 1890. — 
MAX GLAUBERG 

436 Grand Street, New York City 
We also purchase clothing, hats, fur- 
nishing goods, etc. Dry Dock 0352 








CASH PAID 


for entire shoe stocks or curages stocks 
of shoes th rohan Any 
quantity. “prcmpt “ationtion 4 
KIRSCH-BLACHER CO., Inc. 
€22-624 Broadway, New York, N. Y. 
Phone Spring 1443 
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FOR RENT FOR RENT MISCELLANEOUS 


FOR RENT 


Light, Commodious Office 
for One or Two Lines 


A modern office and salesroom, handily located in center of New York City 
shoe business. An unusual opportunity for one line or two competing lines. 


C-247, Care Boot and Shoe Recorder 
239 West 39th Street, 9th Floor, New York, N. Y. 











“MANCHESTER” 


(Trade Mark Reg. U. 8S. Pat. Off.) 


CURVED JAW NIPPER 
Just the Tool for That Tack 


The only 
made which is just 
the right shape to cut 
out tacks on the inside 
of shoes. 


“Manchester” 
Trade Mark ay vu. 6. 
Pat. Of. 





nipper 





4. 2..% 9 Be Be Be cBecBecBe 8. 8..8..8. 9.9 © 
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nippers are made of 
high-grade tool steel, 
nickel plated, with a 
curved jaw that en- 
ables you to cut the 
tacks close to the in- 
sole. 

Be sure and specify 

nuine 


“MANCHESTER” 


curved jaw when or- 
dering. 
Write us 
your dealer 
supply you. 
Price, $4.00 


F rank W. Whitcher Co. 


and M f: ers 
Chicage Branch 
Boston, Mass. 161 W. Lake St. 








MISCELLANEOUS MISCELLANEOUS 


CUSHION 
TIRE 











Imported Cut Steel 


Buckles 
Always IN-STOCK for Your 
Immediate Needs 


Price $1.00 to $5.00 per pair, also ex- 
elusive designs up to $20. 


Sample assortment and prices gladly 
sent on request. 
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SPECIAL NUMBERS OFFERED FOR 
“SALES PURPOSES.” 
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Waverly Shoe Trimming Co., Inc. 
151 Vanderbilt Avenue, Brooklyn, N. Y. 
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A SHOE STORE NECESSITY 
“VARNUM” 
(Trade Mark Reg. U. 8. Pat. Of.) 


SIZE STICK 


The Most Popular Stick 
Used Today 
WHAT DO YOU USE? 


“VARNUM” 
Marked with Standard 
American, French, 
English 
Measures 
Three Styles 1-2-3 
RETAIL SHOE 
STORES USE 
No. 3 


$1.50 Each 


—-SNAKES— 


Genuine and Imitation 
ALLIGATORS 


Exquisite Pastel Colors with 
Gold or Silver Veins 


LEATHER DE LUXE Co. 
47 West 34th St., New York 


“Lergest Importers 
Novelty Leathers” 











Metal Shoe Fitting Stools 


and Floor 
Mirrors 








WINDOW 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 


933 Arch St. 
PHILADELPHIA 


Ne. 141 


write vor THE CHICAGO 
- WIRE CHAIR CO. 


and Prices 
621 N. La Selle Street, Chicage, I. 











pETTER WINDOW CARDs 
i # 57 3 a month 


RECORDER SHOW CARD SERVICE 


180 W. Uadison St.-Chicago 


Cards 





Are Business Getters 
Send for Catalog and Prices 








To Your Jobber or Write Direct 
Manufacturers 


F. W. Whitcher Co. 


Besten, Mass. 
Chicage, I. 
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MISCELLANEOUS 


MISCELLANEOUS 


MISCELLANEOUS 




















Get the Good Will of Your Neighborhood thru the Children 


COMBINATION PENCIL CASE AND COIN PURSE 














catalogue with quantity prices. 
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Also showing little toys that appeal to , children. 
“Gain a Lap on Your Competitor 
PRETTY SOUVENIR poe mn ug" ats 9 ee 
37 E. 28th Street, New York, N. 


a One of our many new styles in pencil cases for the September 
Smit SOC Conmany e ® School Opening. Send twenty cents for sample and illustrated 











SOMETHING 


394 Ralph Ave. 


Beaded and Braided Pump Holders—Many Styles 


ASK YOUR SHOB SUPPLY DEALER FOR PRICES AND 
SAMPLES OR HAVE HIM GET THEM FOR YOU 


SUPERIOR SHOE ORNAMENT WORKS 


Brooklyn, N. Y. 








ESTABLISHED 1890 


Milbradt 
















Shoe Carton 
Labels - 


Tce 








Jie : T- 


re BR et ) 


























WANTED TO PURCHASE 


CASH PAID 


for shoe stores or surplus stocks of 
shoes or for other merchandise. Leases 
taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 


Kalter Cerf. Mercantile Co., Inc. 


591 Broadway, New York City 
Phone Canal 6940-6941-6942-6943 































LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 










pO TAC) 
263° m7 LEXINGTON AVE , BRODKLYN, NY 
AMERICA’S GREATEST 
SHOE CARTON & LABEL MFCS 








: = ce Ladders 


made for 40 years 
by the origina] in- 
ventors. 











Made in all styles 
BRS to suit any shelving 
; condition. 





Get our price before 





home * A, placing your order 


. Milbradt 
Manufacturing Co. 
2416 No. 10th Street 








Sell Us Your Left Over 


New York Export Purcuasinc Corp. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 





Gimbel Philadelphia Man- 


ager Dead 


























— ST. LOUIS, MO. 








WOVE 


FO} 


Made Only of Wood 
for all lines 


IMMEDIATE 
SHIPMENTS 
Send for Catalog 
Tug Oscar Onnen Ca 


Ii Ww. FOURTH $F. 
oe °o 
ene 

in “ere F atures or = Cores 


NKEN 





7 N= 3 


The DISTINCTIVE and 


PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


Sa~oe WwW 3467'S AY. 
ad Lod ak -On a Ab-1 OO), E30) od te) 








ISHED 1880 uw 
Aidt abiidescatbee: 





“Where to Buy” 
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PHILADELPHIAA—A ddison A. 
Christian, general manager and ad- 
vertising manager for the Gimbel 
Brothers Store here died on Satur- 
day, July 24, at his-country home 
in Greenboro, Md. ‘He had been 
connected with the Gimbel organiza- 
tion for 32 years and was 67 years 
old. He was well known in adver- 
tising circles and was one of the 
founders of the Poor Richard Club, 
the leading advertising club in this 
city. 

Mr. Christian is survived by his 
widow, Mrs. Minnie Christian, and 
four daughters, Mrs. Temple Smith, 
and Mrs. Irvin Brumbaugh, of 
Greenboro, and the Misses Elisabeth 
and Margaret Christian. Funeral 
services were held on July 26 from 
his Greenboro home. Interment also 
was in Greenboro. 

















Crystal Shoe Co. Moves 


NEW YorK.—The Crystal Shoe Co. 
Inc., has just moved to larger quart- 
ers at 106 Reade Street. In the short 
time of its existence, the company 
made rapid strides. 
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ALPHA 
Wood Heel 
Screws 
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Farsighted retailers forestall vain 
regrets by insisting on the use of 
ALPHAWOopD HEEL Screws by the 
manufacturer. An important little 
detail that will safeguard your 
customer and help create goodwill 
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You Can Prevent This! 
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Tus illustration proves that the ordinary methods of 
attaching wood heels is unsatisfactory. The victim might 
escape serious injury, but you cannot escape. You have lost 
a customer. Why do you permit such occurrences when 
you can easily remedy this evil— by specifying ALPHA 
Woop Hee: Screws? 





Women expect not only style and comfort in their foot- 
wear, but also security. They are not familiar with the 
shoe’s construction, but they have confidence in you. A 
loose heel will destroy that confidence. For your own pro- 
tection, as well as that of your customer, insist upon the 
use of ALPHA Woop Heex Screws in all your shoes. 
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